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IT’S TRUE! 


‘Neighbors size up things better than those 
at a distance.'’—Abraham Lincoin. 


THE PHILADELPHIA 


BOOKS ARE 
OPEN TO ALL. 
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++ RECORD + 


daily carries in its columns more local advertising than 


any other Philadelphia newspaper. 


| > > > + + + + + 


This is the result of home scrutiny and repaid 


y 
experience. 
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Why not share in the harvest ? 


For rates address 
RECORD PUBLISHING CO., 
Philadelphia. 
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Some Women 
Suake “| 


More, however, do not. 

Some advertisers regularly use the local country weeklies. 
Many do not. 

An unbiased jury of American women would probably 
decide that women should not smoke. 

A disinterested jury of American advertisers would retur 
a verdict that, if country trade is desired and expected, then th 
local country weekly MUST be used. 

The reason—the country paper for the country people. 

There is no substitute. 

Inasmuch as a million families, every member of them, read 
from end to end the 1,600 local papers of the Atlantic Coast 
Lists regularly every week, how can the verdict be otherwise ’ | 





62 per cent on/y papers published in their respective towns. 
86 per cent only papers in their towns or published at county seats. 
Catalogue and estimates for the asking. L 
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Atlantic Coast Lists, ‘4 ewe sre 
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RupoLpH MAX KAUFFMANN. 


18 A PORTRAIT OF THE WASHINGTON YOUTH WHO PROMULGATED THE IDEA THAT THE NATIONAL 
CAPITOL IS A STRUCTURE PROVIDED BY THE AMERICAN PEOPLE AS A HOME FOR SUCH MEN 
OF GENIUS AS ARE NOT ABLE TO SECURE POSITIONS ON “THE EVENING STAR. 








PRINTERS’ INK. 
HOW TO COUNT THEM. field, Mass., (Union and the Boston 


Journal, its advertisers get the benefi 
of all its issues, but without doubt it 
circulation is duplicated somewhat 
The man who buys one copy in th 


The organization of the American morning for its morning news ma) 
Newspaper Publishers’ Association was buy another in the evening to see wha 
conceived by Mr. W. H. Brearley, has happened since. Publications of 
then of Detroit. E. H. Butler, of Buf- this sort present a somewhat puzzlin 
falo, has been suspected of being the question to an advertiser. If a man 
father of the scheme. It is a marked buys two copies of the Washingto: 
success anyhow, and for several years Star he adds two to its circulation f 
has been the most useful association that day, but he dots not buy two co; 
ever formed of men from the business ies unless he wants them. If he su 
end of newspapers. PRINTERS’ INK scribes for a copy of the Washingt 
recently had an opportunity to obtain 7%mes in the morning and gets (unex 
Mr. Brearley’s views upon one of the pectedly to him) a free copy of t! 
curious questions with which the editor same paper in the afternoon, the qu: 
of the American Newspaper Directory tion is whether these two copies de- 
is called upon to deal, and which he livered to one man make a circulation 
desires to bring before the American Of two or only a circulation of on: 
Newspaper Publishers’ Association for If it is a circulation of two then why 
discussion at its next annual meeting. should not the St. Louis weekly A’ 
The questions, with Mr. Brearley’s public count 250,000 circulation in 
views thereon, are printed here: stead of 125,000, as at present claimed 

Printers’ Ink—The Boston Yournal has a At first glance the question don’t seem 
morning and an evening edition. An adver- to be much of a question, but the mor 
toement ordered in one goes nto the other one contemplates it the more poin' 
asked what its circulation is, tells how many begin to stick out on it and becom: 
copies are printed in-the-all-day-long. Is Conspicuous. 
that right? ——— 3 

Mr. Brearley—Yes. There are many other questions 

Printers’ Ink—The Washington 7imes is a upon which newspaper men are mighty 
one-cent paper, is published morning and shy about putting themselves on rec- 
evening, and sold on the street for a cent. , : ‘ 

A man can buy a copy fora cent or he can ord, and concerning which the editor 
buy ten copies for ten cents. It seeks sub- of the American Newspaper Directory 
scribers and delivers the paper at agree would like to be instructed by t! 
collecting 12 cents a week (more or less), an A acer earl ublishers’ As 
delivers the paper twice a day, morning and /*™€rican Newspaper Pu lishers’ Asso- 
evening. Consequently, every thousand'sub- ciation at the time of its annual meet- 
scribers of this class adds two thousand to ing in New York City, this pres: 
the circulation of the /imes. Is that right ? h of Fet ; re ° ; I 

Mr. Brearley—Well, there is nothing MOnthof February. Among the qu 
wrong about it. If an advertiser knew this tions to be dealt with the following 
fact he would make allowance for it. suggest themselves : 

Printers’ Ink—But a rival publisher in the +3 es i : 
same town would be likely to wince a little, |), at constitutes the circulation of apaj 
wouldn’t he, to have compared with his cir- *?@t oe do we mean when we say | 
culation a circulation made up in this way? ¢itculation of a paper is one thousand or 

Mr. Brearley—He would naturall agile hundred thousand copies? Is it the num 
the difference to the advertiser. He would *°!4, the number read, the number print 
wince, because where an advertiser inoly ———e “ wed — how shall it be as 
sees the circulation figures printed in a boo “Ha and states . 
he would get a wrong impression. as an advertiser a right to know the 

Printers’ Ink—Although the advertiser may culation of a paper in which he intends 
get, a wrong impression, what i te paper "Te it ndvisable for a publisher to pla 
suffering by that wrong impression going to the disposition of an advertiser correct a 


TWICE A WEEK WEEKLIES 
AND 
TWICE A DAY DAILIES, 


do about it? 8 ; , - 
Mr. Brearley—He has no recourse, except- definite information about the circulation 
ing to state the facts when he can and let ad- the paper, whether he asks for it or not ? 
vertisers know the exact condition. Does this association favor the publicat 
of a newspaper directory which shal! at 


Printers’ Ink—And where ‘he is unable to inf, 4 d he 
state the facts he must suffer and look pleas- *€™Pt to convey information to advertisers 
concerning the circulation of newspapers, 


a ae a and does it favor furnishing such informa 
; ¥ cae Ta tion ? 

: : Is this association willing to aid the pub- 

When a paper 1S printed a good lishers of the American Newspaper Direct 
many times a day, four or five, for ory with such advice as will, in the opinion 


instance, or three, or even two times a of this ——— a them oe poote: sa 
* . : more reliable book for the use of advertisers’ 
day, as is the case with the Philadel- ")-;, Gesi-able that soy walforan plan should 


phia /éem, Washington Times, Spring- be adopted by the editor of a directory {or 
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rriving at the circulation and so stating it 
ut the circulation of one paper may, in the 
nd of an advertiser, be understandingly 
mpared with that of another ? 

Is there any better way of arriving at and 
iting the circulation of a paper than by 
aking and exhibiting a table wherein is set 
wn the actual number of complete copies 
nted of each issue for the entire year past, 
ding the sum total by adding up the fig 

res representing the separate issues and 
viding the total so found by the number of 
utes of issue, thus ascertaining the actual 

verage edition? 

Is it less discreditable to expose the short- 
mings of a rival publisher by word of 
uth and in confidential communications 
un to do it publicly and by presentation of 

{? 
Is it the duty of a publisher to expose the 
falsity of a circulation statement issued by a 

ighbor or a rival if proof in his possession 
ill enable him to do so? 

ls any guarantee of the accuracy of a news- 

aper’s circulation statement desirable ? 

Is the plan adopted by the American 
Newspaper Directory in 1887, and continued 
er since, of accepting a publisher’ s state 
nt of the number of copies printed, and 

ranteeing its accuracy by a reward of 
a, pela to the first person who 
y assailed it, one of which this cia- 
n approves and desires to see continued ? 


success- 


ass 


In times past, during the nearly 
thirty years that the American News- 
paper Directory has been published, 
ts editors have from time to time 
ittempted to get advice from presi- 
ents, vice presidents, secretaries and 
nembers of the executive committee 
f the numerous State, Sectional and 
itional bodies called Editorial Asso- 
iations or Publishers’ Associations, 

casionally submitting the plan of 
ublication and revision of the Direct- 
ry in great detail, and asking to have 
methods suggested by w hich the book 
might be made fairer, better and 
more complete. These applications 
ave generally remained unanswered, 
ut in those cases where answers have 
een received the suggestions have 


been of two sorts pretty evenly di-« 


ded. One sort has stated in effect 
that the writer has examined the plan 
id can suggest no improvement ; the 
ther sort has pretty uniformly recom- 
ended either that the Directory be 
‘t published at all, or that publish- 
ers who do not tell their circulation be 
mitted from the Directory. As pub- 
shers of the sort that wish to be 
mitted were for many years nineteen 
ut of every twentyfand as they are 
t present three out of every four, this 
lvice was practically equivalent to 
recommending the discontinuance of 
the Directory. 
An attempt was made in 1896 to 
gain a conference with the American 
Newspaper Publishers’ Association. 


the 
discussed 


The application, addressed to 
Executive Committee, was 
by that Committee, but nothing was 
done about it, and no answer to the 
application was vouchsafed. It was 
pretty well understood, however, that 
a majority of the members of the com- 
mittee were of opinion that no better 
newspaper directory could be 
than the American Newspaper Direct- 
ory now is, but that it wouldn’t do at 
all for the Executive Committee of 
the Association to say so, because the 
majority of the members of the Asso- 
ciation were known to be 
giving any countenance to 
paper directory. 


made 


opposed to 
any news- 


eer 

THE following request was recently 
preferred to the one hundred and sixty 
members of the American Newspaper 
Publishers’ Association : 

Asa member of the Ameri 
Publishers’ Association, Geo. P. 
Co., publishers of the American Newsp aper 
Directory, respectfully ask your influence in 
obtaining tor their representative a confer- 
ence with the members of your Association, 
at the next annual meeting of the A. N. P. A., 
for the purpose « and arriving at 
the methods of i stating 


un Newspaper 
Rowell & 


f discussing 
learning and 
newspaper circulations for publication in a 
newspaper directory intended for the use of 
advertisers. 
In reply to this request, the follow 
ing answers have been received : 
MonTREAL, January 26, 1897 
We are certainly in favor of any improve- 
ment that can possibly be made in the meth- 
ods of learning and stating newspaper circu- 
lation for publication. We will, as members 
of the A. N. P. A., write to the secretary in 
this sense. GraHam & Co., 
Publishers of the Star. 
Sr. Louis, Jan. 25, 1897. 
It will afford us much pleasure to do any- 
thing we can to secure an opportunity for 
your representative to appear before the 
membe rs of the American Newspaper Pub- 
lishers’ Association next month. 
“* Sr. Louis Star.” 
Houston, Tex ) Jan 25, 1897. 
zreat pleasure in using any in- 
fluence I may relative to your desire 
to have a representative confer with the 
members of the American Newspaper Pub- 
ishers’ Association. G. J. PaLmeEr, 
Business Manager Post. 
SPRINGFIELD, O., Jan. 23, 1897. 
I will be very glad to do anything in my 
power in the direction of co-operation in get- 
ting the A. N. P. A. to allow a representative 
of yours a conference on matters of circula- 
tion atthe February annual meeting. No 
doubt such a conference will gladly be ar- 
ranged for by the organization. 
A. D. HosTeRMAN, 


best 


I will take g 


have, 


Springfield, Ohio, Repuddic- /imes. 


It will be seen that one in forty of 
the members of the A. N. P. A. are 
in favor of granting the conference. 
There is no reason to believe that 
there are not many more, 











FREE ADVERTISING. 
GIVEN IN A GOOD CAUSE. 


Many advertisers recognize on the re- 
duced page of the New York Sun here 
shown the great fourteen-inch double- 
column advertisement of Paine’s Cel- 


ery Compound. 


It has been shown to 
































the readers of nearly all the best pa- 
pers in the United States during the 
past month. The regular price for 
inserting this advertisement once in 


the New York Sun, for instance, 
would be $156.80. The interesting 
feature about this particular advertise- 
ment is that wherever it appears it is 
inserted gratis, so PRINTERS’ INK is 
informed, and is the publisher’s con- 
tribution to a liberal patron towards 
discouraging the vile and wicked prac- 
tice of substitution which some persons 
assert is still growing with the drug- 
gists of the United States. The Wells, 
Richardson Co. people are among the 
most liberal advertisers and are also to 
be counted among the most judicious 
and wise. The sales of Paine’s Cel- 
ery Compound is at che present time 
second to no other patent medicine on 
the market. It is proper, therefore, 
that Mesrrs. Wells, Richardson & Co. 
should ask for a gratuitous insertion 


PRINTERS’ INK. 











now and then, and it is good business 
on the part of the newspaper publisher 
to grant such a reasonable request 
It is more profitable to give a free in- 
sertion to a good advertiser who pays 
his bills promptly than to present th: 
same space to another who never pai: 
very promptly and now desires t 
avoid any pretense of pay 
ing at all. 
Sens 

ADVERTISING OFFIC! 
BUILDINGS. 


Real estate agents in 
large cities have an ex- 
pensive way of advertising 
the sky-scraping offic: 
buildings of which they 
= havecharge. Anexample 
is furnished by Frederick 
Southack & Co., agents for 
the new St. Paul Building, 


at Broadway and Ann 
street, New York. The 
advertisement is a book 


with pages 12xg9{ inches 
The cover is of thick, 
strong paper, and a fin 
stock is used for the 
pages bearing plans of th: 
twenty-five floors of the 
building. There is a half- 
tone view of the structure, 
evidently made from an 
architect’s drawing. Not 
a line of descriptive mat- 
ter appears; not a word 
telling about the elevators, 
nor ventilation, nor heat, nor light. 
In less than a page Messrs. Southack 
& Co. might have given possible ten- 
ants a variety of useful information as 
to rents, fittings necessafy, of the 
rooms, etc. They have not seen fit 
to do so.—National Advertiser. 


~<o 
OVER EIGHT MILLION BOTTLES SOLD 

The Munyon Homeopathic Remedy Con 
pany have just published their annual report 
which shows that over 8,000,000 bottles 
their remedies have been used the last year 
This has been the growth of but five year 
and proves the marvelous power of adverti 
ing. In that short time it has made Dr 
Munyen a millionaire. The advertising co: 
tracts of the company have just been closed 
with Remington Bros., of Pittsburg and New 
York, the amount appropriated for the year 
being in excess of $450,000.—Pittsburg (Pa.) 
Dispatch, Fan. 24, 1897. 


oe 
PICTURES, 

A picture is one of the best advertisements 
in the world, and a picture which shows m: 
sion as well as form will leave a correspond 
ingly deeper impression upon the minds 0! 
the spectator.—A merican Resor és. 
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“Quality of 
Circulation” 


“The character-circulation of a 
paper determines its value to adver- 
tisers, and the advertiser of experi- 
ence can tell the value of a paper by 
its appearance and the patronage it 
has the moment he takes it up.” 

“Then you believe in quality of 
circulation ?” 

“Of course.” 

“The New York Evening Post is 
worth a cent a line per thousand, if 
you can’t get it for less, and so is 
The Ladies’ Home Fournal.” 

“That would make 7he Post 24 
cents a line and, Zhe Ladies Home 
Fournal $7.00 a line.” 

“And they are worth it for any 
one who wishes to reach the two 
constituencies.” 


F 
From an interview in “ Printers’ Ink” 


with a New York advertising agent. 


: 
aS 
: 
: 
: 
: 
: 
4, 
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CASTING THE DRAG-NET. 


The proposal here reproduced came 


also to PRINTERS’ INK. PRINTERS’ 
INK would de- 

mand $48.75 jo. mona 

per week for [> ”, 

6% inches Maono MUD CURE 


hae Water B 


space, but the 
reception of 
Mr. Kramer’s 
offer did not 
make ‘‘The 
Little School- 
master” un- 
happy. Being 
a strictly one- 
price paper, 
and it not 
seeming likely 
that the Ster- 
ling Remedy 
Company 
would consent 
to raise its of- 
fer from $10 
to $2,535, no 
answer was re- 
turned. Mr. 
Kramer's pro- 
posal is a sort 
of drag-net. It 
catches some, 
and it is debat- 
able whether 
(consider- 
ing the class 
caught) K ra- 
mer or the 
publisher has 
the hottest end 
of the stick. 
Mr. Rowell, in 
his January 
address before 
sociation, said : 
The reason why the agent begins with an 


offer, instead of asking a price, is because ex- 
perience has taught him that a pabtiches 


Ornee ce *  KRAME 
eee 


aesens nencene 


Dictated 8. L. Kk... 


Pubs "Pidituss, 


onver 


We offer $10. 


in vour Weekly, 


mished, two one inch re 


’ 


to four changes ennuall 








ON ADWRITING TALENT. 
The sort of talent necessary to write good 
advertisements all of the time, and of all 
kinds of goods, is possessed by but few. An 


ordinary writer may on occasions write one 
that is unusually taking, but to do it all the 
time requires something more than a knowl- 
edge of the goods, something thore than the 
more honesty of statement and the use of all legit: 


facility for writing brightly, eens yer 


than the faculty of seeing how it will \ook 


wken set up, but all these, combined with every form and style, whet 
good, sound common sense, a little’wit, and 
a good understanding of human nature, and 


Casita. Stoce, $ Se00. 000 


-Sten. 


consisting 


Indicate your acceptance 


AS Varese - 


the Ohio Editorial As- 


with a flexible rate will always ask more 
than his lowest price, and that among a con 
siderable number there will be a fair propor 
tion who will insist upon a price once named 
It was found to be an axiom, in our agency, 


? 


RAE Rm Ceeeensen. on 
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#7 Jan., 25, 1897. 


Col, 


oo met for 61/2 inches space, one year, 


f a 2 inch D Splav. slectro fur- 


aders and three two line liners, subject 


y if desiced. 


hereon, retorn, and we will send 


Sagned contrect and copy 


Very troly yours, 
THE STERLING REMEDY COMPANY, 
(A 
fa cm 
Trees. & Gen'l Mgr. 
/ A : 
bd for © all Z 


|e og 
LAT 
4 


RECE; 
FEB VED 


SED. P. ROWELL & co, 


a —_ 
that in sending out an advertising order t 
any considerable list of papers it was not pos- 
sible to make a price so low but that some of 
the publishers would accept. Offers are ofter 
— by an agency to ten times as many pa 
ome as the advertiser seully wishes to secure 





to find p tents of places open to him at a goo 

salary.—Lowedl — 

WALTER BAKER a Cc 50. ’s ADVERTISING 
The Walter Baker Chocolate Company i 

known as one of the oldest and largest adver 

tisers,and it should be specially noted that it 

advertising has ever been characterized by 


- yr alike t 
er of somepepe: 
space, poster, car sign or lithographed car 
The advertising has beea at all times digni 


mate high-c lass methods, a 


the ability to bring out the strong points of fied in style, profuse in quantity and persis‘ 


the article advertised briefly and pointedly 
will in most cases produce a passable go 


ent in character, and free from schemes o: 
“fake” methods of any kind. There is a 


pete me and any young man that pos- forcible moral here for the consideration of 


requirements should be able every advertiser.--Profitable Advertising. 


The newspaper which 
enjoys the 


it i 
> CONFIDENCE © 


of its readers is 


: The Sun 


\\ The sure road to \ 
IN ; \\ 
» PROSPERITY ° 


is through its 
advertising columns. 





THE ANNUAL SCHEME. 


THE PATENT MEDICINE MEN APPEAR TO NEED 


WHOLESALE DEALERS IN PROPRIETARY 
ARTICLES OF THE UNITED STATEs. 
COMMITTEE ON LEGISLATION. 
V. Morr Prerce, Chairman, Buffalo. 
Office, 663 Main Street. 
Burra.o, N. Y., Jan. 28, 1897. 


ASSOCIATION OF MANUFACTURERS a | drops or mixtures of an 


Editor of Printers’ Inx: 


Dear Sir—Please find inclosed Bill, No. 


PRINTERS’ INK. 


paper containing any advertisement concern- 
ing private diseases, or representation of 
diseased or deformed parts of the human 
ody, or any medicine or nostrum of any 
kind whatsoever, known as periodical pills, 
name or nature, 

intended for tl.e regulating of the menstrual 

function or irregularities therefor, may be 
t punished in the same severe manner. 

The wording of the latter part of this bil! 
is so genera! in its nature that it would 
clothe Anthony Comstock and his society 

with the power to suppress any medicines 
which might be recommended in a general 


133, introduced in the Assembly by Mr. way for kidney disease, uterine disease or any 


Glen, January 15, anact in 
relation to the restrictive 
sale of patent or proprietary 
medicines. 

It is needless for me to call 
your attention to the injus- 
tice of this act, but I would 
especially call your attention 
to Clause 4. According to 
this section every person 
who shall offer for sale any 
proprietary medicines, “ un- 
les the certificate of the 
State Board of Health that 
the same is not dangerous to 
the public health Aas been 
issued, as required by this 
act, shall be guilty of a mis- 
demeanor punishable by not 
less than three months’ im- 
prisonment.” 

Should this bill become a 
law, the Board of Health, 
composed partly of phy si- 
cians in regular practice,who 
are, without doubt, preju- 
diced against the sale of pro- 
prietary medicines, could, if 
they liked, fail to issue a cer- 
tificate to a manufacturer of 
proprietary medicines, and 
thereby prevent the sale of 
his ro Bg . 

The present laws of the 
State of New York are suf- 
ficiently explicit with regard 
to the sale of any poisonous 
medicines, without an addi- 
tional act giving the Board 
of Health such arbitrary 


power. 

Another bill, No. 147, in- 
troduced in the Senate | ane 
ary 19 by Mr. Mullin, is a re- 
vival of the old “ anti-au- 
dity ” bill, fathered by An- 
thony Comstock. 

This bill not only provides 
that any person who wilfully 
exposes his or her person 
upon the stage in tights shall 
be punishable, as well as any 
person who exposes in any 
manner, or has in his posses- 
sion any book, picture or 
painting, a representation of 
the form of any male or 
female person, whether real 
or fictitious, in a nude or 
substantially nude state, is 
liable to imprisonment. So 
that one-half the works of 





State of. 


w York. 


NAAN3BO le. Int 


SY ator vy, 


IN A 
January 15 


* Introduced by Mr. GLEN—read once and referred to the 
Committee on Public Health. 


AN ACT 


In relation to the sale of patent or proprietary medicin 


The People of the State of New York, represented in Senate and 
do enact as follows 


1 = Seetion 1. No drug, medicine or mixture of drugs, herbs or medic 
2 monly known as patent or proprietary medicine, shall be sold, offere: 
3 for sale in this state, unless an analysis or formula of the contents th 
4 been filed in the office of the state board of health, and a certificate 
5 such board that according to the ingredients thereof, as indicated by s 
6 sis or formula, the sale and use of such patent or proprietary medic 
7 purpose for which the same is advertised or the purchase thereof s 
8 not be dangerous to the public health 
9 §2. Every such analysis or formula filed in the office of the state 
10 health shall be preserved as a record of such board, but shall not be ope 
P21 lic inspection, nor shall the contents thereof be revealed by any membx 
12 board, officer, agent or employee thereof, except for the purpose of a 
13 prosecution as provided by this act. 
14 §3 Every person selling, offering or exposing for sale any such pat« 
15 prietary medicine shall, upon the tender of the value thereof, furnish an 
16 chemist, member, officer or agent of the state board of health, or of 
17 board of health, with asample of any such patent or proprietary m 
18 purposé of analyzing or testing the same. For every refusal to furnis! 
19 the person so refusing shall forfeit to the people of the state the sum 
20 dred dollars. 
21 §4. Every person who shall file in the office of the state board 
22 false analysis or formula of any patent or proprietary medicine as r 
23 this act, or who shall sell, offer or expose for sale any such patent or p 
24 medicine, unless the certificate of the state board of health that the s 
26 dangerous to the public health has been issued, as 1equired by this a 
26 guilty of a misdemeanor punishable by not less than three months 
27 than one year's imprisonment, or by a fine of not less than fifty nor 
28 five hundred dolJars, or by hoth. 
29 $5. This act shall take effect immediately. 


The Committee on Public Health of the Senate consists of Mr. Brus! 
Lamy, Page, Sheppard, Coffey, Martin. 
Public Health (Assembly) 
“Murphy, N. ¥.; Eldridge; Warren Co.; Hughes, Kings Co; Rounds, C 
Schmidt, Montgomery Co.; Parshall, Kings Co.; Benham. Ontario Co 





Albany Co.; Daly, N. Y.; Kennedy, Queens Co.; Palmer, Schoharie Co 





art at present in private or public art galleries diseases of a private nature of male or female. 


would fall under the ban of this Puritanic 
measure. 

The latter part of the same bill provides 
that any person who distributes or has in his 
possession any book, pamphlet, circular or 


Trusting that we may have your co-opera- 
tion in defeating these iniquitous measures, 
I remain, ery truly yours, 

: V. Mort Prerce, 
Chairman, Committee on Legislation. 
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HistorY OF THE OREGONIAN 


OREGONIAN BUILDING IN 1853. 
Qe cena 


(Oj 


The 
History of 


The 
Growth of 


a df : a = yoo 
| HE | OREGONIAN BUILDING IN 1396. 


OREGONIAN - 


Is the history of the growth of the 
* field it covers. 








ITS FIELD | 

~ Population | 

PORTLAND (Orricur.) - - 81,342 
PORTLAND’S SUBURBS .__ 17,800 


STATE, Oursive of Portiano 
(arerox.) 275,000 


WASHINGTON .- - - - 375,000 
IDAHO . . . ©. . . 100,000 
WESTERN MONTANA . 90,000 
BRITISH COLUMBIA . . 100,070 


E, G. JONES, 


IN CHARGE OF ADVERTISING, 


| 
| 
wee 


The S.C.Beckwith Special Agency, 
Sole Eastern Agents, 


: Tribune Building, The Rookery, 
TOTAL ..- +. 1,039,142 New York. Chicago. 
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GUARANTEED CIRCULATIONS. Yorkis because Mr. Victor F. Lawson 


— — has more brains and more common 
Mr. Lawson’s scheme for tacking sense than any other man engaged in 
the other American papers to the tail journalism. He keeps well ahead of 
of his Morning Record and Evening all competitors. The only rival. who 
News kite, showing what great news- seems to be gaining on him at all is 
papers his are, and how small are all his near neighbor, Mr. Joseph R 
others in comparison, seems to be Dunlop, of the Lvening Dispatch, 
meeting 
with the 
success 
which its 
ingenuity 
and origin- 
ality so 
richly de- 
serve. 
Herewith 
is present- 
ed a repro- 
duction in 
miniature 
of the Jan- 
wary 15th 
report of 
Mr. Law- 
son’s Ad- 
vertisers’ 
Guarantee 
Company. 
It will be 
observed 
that ‘‘this 
report is 
sent to 
3,881 gen- 
eral adver- 
tisers in 
the United 
States and 
Canada.” 
This alone 
is worth 
$38.81a 
weekto 
Mr. Law- 
son in mere 
postage 
saved, to 
say noth- 
ing about 
the saving 
in print- 
ing and ad- 
dressing. 
The reason 
why Mr. 
Lawson 
has made 
the Chica- 
go News 
and the Chicago Record the greatest which is, after all, Chicago’s favorite 
newspaper enterprise west of New home paper. . 











CFO. P. ROWELL & 00, 




















The ADVERTISERS GUARANTEE CO. of Chicago and the FIDELITY ANO DEPOSIT 


COMPANY of Maryland hereby certify and guarantee to advertisers, by Bond of Fifty Thousand 
Dollars ( $60,000 ), deposited with the First National Bank of Chicago, Wil., as to the PAID 


Circulation reported below. 








Advertisers will be farainhed upon application with « more detailed report of 
the circulation of amy papers named herria 


CHICAGO, ILL. 





ROOw 408 MARQUETTE BULLOING 


MONTHLY REPORT OF THE 
ADAMS AND DEARBORN STREETS 


ADVERTISERS GUARANTEE CO. 


NAME OF PUBLICATION 





GENERAL ADVERTISERS IN THE 
UNITED STATES # CANADA. 


“THIS REPORT IS SENT TO 





January 15th, 1897. 


Now York Chy 


Syracuse 
NEBRASKA. 
Philedelphir.... 


Lincots 
TENNESSEE 


PENNSY ANIA 








DISTRICT OF COLUMBIA 


CALIFORNIA 


4 
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per cent of 2,015 houses 
(where canvassers ob- 
tained information) in 
the section bounded by 
Madison and Fifth Av- 
enues and 34th and 
64th Streets receive the 
New York Times daily. 
Only one other newspa- 


per has a larger home cir- 
culation in this territory. 


The 
New: York 


Times 


‘ZAll the news that’s fit to print.” 
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Seven Cents 
Per inch. 


Out in Seattle, Washington, a city of more than 
65,000 people, the city printing is awarded annu- 
ally, bids being competitive, the contract going 
to the lowest bidder. 

On Dec. 7, 1896, bids for city printing for the 
year 1897 were submitted by The Seattle Daily 
Times and The Post-Intelligencer. On Dec. 8, 
1896, in the first column of the eighth page of 
The Post-Intelligencer the following news item 
appeared : 

City Printing to the P.-I. 

There were two sealed proposals and bids for 
the city printing for 1897. They were from the 
Post-Intelligencer and the Evening Times. 
The Times, for ordinances, resolutions, notices, 
etc., bid 4ocents per inch first insertion and 25 
cents for each subsequent insertion. The Post- 
Intelligencer bid 7 cents per inch for first in- 
sertion and 6 cents per inch thereafter. 


Comment is unnecessary, but one important 
fact should not be overlooked. The Daily Times 
(guaranteed circulation nearly 8,000) is the only 
paper in the State that invites or permits investi- 
gation of its circulation. A counting machine, 
attached to the Perfecting Press, is displayed 
prominently in the large window in the Business 
Office of The Times, in full view of the public. 
The Times’ circulation is a daily known quantity. 
It carries more local advertising than any other 
Seattle paper, and its advertisers willingly pay for 
the full measure of value, received only through 


THE SEATTLE TIMES. 





OR mn 
“al 
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who has traveled in tne 
West and they will tell 
you that they saw... 


The Salt Lake 
Tribune | 


... Everywhere... 





Largest circulation between 
Denver and San Francisco. 





| 














PRINTERS’ INK. 


PF dew jaw ae ae a 











Advertise it in Farm News. 
What ? 
Everything that farmers use. 


I FARM NEWS doesn’t 


pay you it doesn’t pay us for 
you to use it, because a dissatisfied 
patron is a mighty poor advertise- 
ment for any paper. & #2 # & 
 « But if you have anything to 
sell to farmers, FARM NEWS 
at our “rates for the times” will 
pay you. Our circulation books 
are open to advertisers at all times. 


& 


THE HOSTERMAN PUBLISHING CO. 
SPRINGFIELD, OHIO. 


50 Hampshire Block, 1227 Am. Tract Soc. Bidg., 
CHICAGO. NEW YORK. 


PASAT RUPLI RUPP 
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2 Gece AS yewsPAPER 
Ss) "THE PLAIN TRUTH’ "THE PLAIN TRUTH™ 
“Ganon! THES %p ano MES 
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23,709 COPIES DAILY 


has been the average number of ** TIMES” 
circulated each day for the months of October, 
November and December, 1896. 
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™* Kansas City Times 


is the most popular paper in the West to- 
day, and enjoys a larger number of readers 
than any other Democratic daily of the met- 
ropolitan class west of St. Louis. Kansas 
City is the gateway and fountain head for 
supplies to the entire West. Her 26 rail- 
roads make her one of the greatest distributing 
points inthe world. The Times is her greatest 
morning paper and thoroughly covers the West. 
It is the largest in point of circulation, greatest 
in popular favor, and can and does give the 
advertiser better returns for his investment. 
Rates in proportién to circulation lower 
than any other Western paper. Write to 


THE TIMES PUBLISHING CO., 
Kansas City, Mo. 
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Two Big Thingst 





T 


Chicago Dispatch 


By JOS. R. DUNLOP, 


OL ar 


Prints and Circulates 
Over J 15,000 Copies 


Every Day. 
IT REACHES THE MASSES. 





THE 


Chicago Weekly Dispatch, 


By JOS. R. DUNLOP, 


Prints and Circulates 


Over 45,000 Copies 


Every Week. 





EASTERN OFFICE: HOME OFFICE: 
517 Temple Court, 115-117 Fifth Ave., 
NEW YORK. CHICAGO, 





rr 
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A LEADER 


a) 
a 


woo | MC one 


PHILADELP RIA 


PRESS 


One of the strongest 
“ pullers” in the field 
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AS YOU LIKE IT. 


There are many advertisers whose business is confined to 
certain sections of the country, and to advertise outside of such 
sections would bea useless expense. The co-operative system 
of advertising, as conducted by its originators, THE CHICAGO 
NEWSPAPER UNION, fully meets the requirements in all such 
cases. Each list shown in our catalogue is separate and dis- 
tinct, and an advertiser can select the particular list that reaches 
the territory in which he wishes his advertisement to be read. 
Our combination is made up of nine separate divisions, each 
complete in itself, as follows : 


The Chicago Newspaper Union List, ?f#2 2°52 sau: 


of Illinois, lowa, Michigan, Wisconsin, Indiana and Missouri. 


The Fort Wayne Newspaper Union List, ofo2325%: 
the States of Indiana, Ohio and Michigan. 

The Indiana Newspaper Union List, (f° 23ers": 
the State of Indiana. 


The Sioux City Newspaper Union List, 2). 2i2.:22?"%: 


the States of Iowa, South Dakota and Nebraska. 


The Sioux City Independent Union List, ¢.274,,22""%: 


the States of lowa, South Dakota and Nebraska. 


The Nebraska Newspaper Union List, {frPss si: 


State of Nebraska. 


The Milwaukee Newspaper Union List,“ ;.2i2%:; 


principally in the State of Wisconsin. 


The Wisconsin Publishers’ Union List,“ %,2i% 


principally in the State of Wisconsin. 
The Standard Newspaper Union List, 2ic,P2ecicc 
ly in the State of Illinois. 


The papers contained in the above Lists are the PEOPLE's 
Home NEwsPAPERS, the best of their class, and circulate largely 
in the sections in which they are located, 


For catalogue and information, address 


CHICAGO NEWSPAPER UNION, 


93 South Jefferson Street, or 10 Sree Street, 
CHICAGO, ILL. . NEW YORK. 
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SEVENTY-ONE 
tr OF ONE HUNDRED AND SIXTY. 


The membership of the American 
Newspaper Publishers’ Association is 
ide up of the 160 newspapers cata- 
cued below. Of these 65 desire to 
ive their actual circulations made 
known to advertisers, and furnished the 
editor of the American Newspaper Di- 
tory with definite figures, in detail 

| duly signed, at the time of the last 
vision. These papers appear on the 
t, with the circulation figures, set in 
plain figures, following the name. Six 
her papers out of the 160 gave the 
Directory the information requisite for 
a circulation rating, but preferred a 
letter rating reinforced by an asterisk, 
which means that the publishers of the 
Directory will guarantee that the rat 
ng is accurate. The advantage of this 
sort of a rating may be explained as 
For instance, the rating C, 
accorded to the Detroit Journa/ in the 
list that follows, could be obtained by 
iny paper showing that its average is- 
sue during the year had been, let us 
20,001. The rating C means 
exceeding ” 20,000. The next letter, 
B, means ‘‘ exceeding ” 40,000. Iz is, 
therefore, manifest that the publisher 
may safely count on getting credit in 
the mind of the advertiser who consults 
the Directory for a circulation of any- 
where between 20,000 and 40,000. 
Forty-two other papers furnished the 
editor of the Directory with informa- 
n which doubtless some of the pub- 
ishers would say ought to have been 
satisfactory, but which, in fact, would 
not hold water. For instance, some of 
the communications may have been 
signed with a typewriter, some with the 
initials of an unknown person, some 
were perhaps without a date, and some 
ontained information covering a pe- 
quite different from that asked for. 

rhe papers of this class are indicated 
n the list by a letter rating, followed 
a double dagger. Forty-four of 
160 papers, or 4 more than a quar- 
ter of the whole, refrained from giving 
any information whatever to the editor 
of the American Newspaper Directory. 
These have a letter ratigg followed by 
neither asterisks or dagger. One paper 
had no circulation rating at all, because 
it was new and its name appeared in 
the Directory for the first time. One 
ther paper is designated by four as- 
risks, which indicates that its pub- 
er lied to the publishers of the Di- 


TOllOWwsS : 


th 


2I 


rectory about his circulation and got 
caught at it. 

Inasmuch as 71 of these publications 
did furnish the editor of the American 
Newspaper Directory with satisfactory 
information on the subject of circula- 
tion in 1896, and this number only 
falls ten short of making a majority of 
all the members of the American 
Newspaper Publishers’ Association, it 
is fair to suppose that out of the 45 
who sent unsatisfactory statements 
there may be many as ten who 
have seen the error of their ways and 
will be willing now to make statements 
that will hold water. If this is so, 
then a majority of the members of the 
American Newspaper Publishers’ As- 
sociation will favor having a good 
newspaper directory and doing every- 
thing in their power to help make one. 
There is one other argument that may 
be advanced in favor of this view, and 
that is that every year the number of 
publishers who are willing to make 
their actual known is larger 
than it was the preceding year. 


as 


issues 


Nots.—The circulation ratings which follow are 
taken from the American Newspaper Directory 
for 1896, issued in May last, and represent the cir- 
culation ratings of the papers during the year 
18%. Circulation reports covering the year 1896, 
to appear in the Directory for 1897, are not yet in 
type. That work is now undergoing revision. 
Albany, N. Y......./ Argus, G 
Express, 11,620 
Journal, 10,810 
Press & Knick- 

erbocker, E 
Times Union, Dtt 
Kennebec Jour- 

nal, 
American, 
Herald, 
News, 
Commercial, 
Globe, 
Herald, 
Journal, 
ost, 


a Transcript, 


Augusta, } 


3541 
E 


Baltimore, Md 


Bangor, Me 
Boston, Mass..... 


Brooklyn, N. Y..... 


’ 
Standard-Union, 
Times, 

.Courier, 
Express, 

News, 

Free Press, 
Times, ; 
Inter-Ocean, 


qeeree, 
News, 


Record, 

Post, 
Times-Herald, 
Tribune, 
Com’c’! Tribune, 
Enquirer, 

ost, 

Times Star, 
Volksblatt, Gtt 
-Ohio Farmer, w’kly, C 


Buffalo, N. Y....... 
13,225 
61,605 
Burlington, Vt... 
Chattanooga, 
Chicago, Ill 


Cincinnati, O 


121,11t 
Ctt 


Cleveland, O........ 





22 
Cleveland, O........ 


Columbus, O. 


Dayton, O 
Denver, Col 


Detroit, Mich 


Evansville, Ind...... 
Galveston, Tex 


Grand Rapids, Mich. 
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Leader, 
lain Dealer, 
Press, 
Dispatch, 
pa rnoen, 
Herald, 
Republican, 
R’ky Mt. News, 
sen 
evening News, 
Tribune, 
Free Press, 
Courier, 


Hartford, Conn......C 


Houston, Tex 
Indianapolis, Ind.... 


acksonville, Fla. va 
amestown, N. Y. 
ersey City, N. J... 
oliet, I 
ansas City, Mo... 


Lincoln, Neb 
Los Angeles, Cal... 
Louisville, Ky 


MeKiernort, Pa 
Meriden, Conn 
Milwaukee, Wis..... 


Minneapolis, Minn. 


Montgomery, Ala.. 

ea Tenn 
Newark, k, N. 

New Bedford, Mass.. 

New Haven, ‘Conn. 


New Orleans, La.... 
New York, N. Y.... 


Philadelphia, Pa... ‘- 1 


Pittsburg, Pa...... 


Portland, Me........ 


Portland, Ore........ 


- Times Union, 


... Journal, 
. Journal, 
ews, 


gece, 


Star 
State Journal, 


. Times, 


Commercial, 
Courier-Journal, 
Item, 

; 


‘v’g Wisconsin, 
Journal, 
Sentinel, 


“qqureal, 
imes, 


Tribune, 

. Advertiser, 
Banner, 
News, 
Standard, 


‘ont. and Cour., 


ews, 
Register, 
Picayune, 


Btt 
E 
B 


G 
12778 


23,382 
22,718 
Cc* 
Ltt 
E++ 
34,674 


G* 
19,673 
Gt 
F* 
12,263 
32,215 
H 
2,22 
14,362 
5517 
E 
59,66 
k++ 
155540 
E 
E 
12,990 
3,810 


E+ 
Ett 
41,274 
20,169 


eh | 


11,405 
35,240 
8,576 
H*# 
J 
H+t+ 
F 


Times-Democrat, F 


Com’! Adverti'r, 
Evening Post, 
oo 

ail and Ex., 
Press, 


Ett 
24,081 
Att 
Dtt 
Att 


Staats- Zeitung, m’g, B 


evening, 

Sun, 

Times, 

World, morning, 
evening, 

Derrick, 


Bee, 
Northwestern, 
all, 
Eve g Bulletin, 
Inquirer, 
North Ameri’n, 
Press, 
Record, 
Star, 
Times, 


-Com’l Gazette, 


Chronicle-Tel., 
Dispatch, 
ader, 
Post, 
Press, 
News, 
Times, 
Advertiser, 
Argus, 
Express, 
Oregonian, 


F 
Att 
Ctt 

A 

A 
Htt 
te 


39354 

Cc 

rs 

A 

D 

cH 
163,83 

G 

c 

c* 

51,677 

ct 

25,422 

36,860 

44,080 


B 

jtt 
4,844 
6,181 
18,801 


Providence, R. Boao. Rousmal, 
Telegram, 

Reading, Pa......... Eagle, 
Richmond, Va Dispatch, 
Rochester, N. Y.....Demo,-Chron., 21, 

Herald, 

Union and Adv., 13,: 
Sacramento, Cal..... Bee, s.7 
San a a Cal..Examiner, 
Savannah, Ga.......} Morning News, 
Scranton, Pa. - Truth, 
Sioux City, lowa....Tribune, 
Springfield, Mass....Re public an, 
Union, 
Farm & Fireside, 281, 
Republic-Times, 
Herald, 
News, 
Chronicle, 
Globe-Democrat, 
ae lic, 


Springfield, Ohio.... 
St. Joseph, Mo 


St. Louis, Mo 


Wastli he Post, 
Dispatch, 
Globe, 
Pioneer Press, 
Herald, 

Bee, 


St. Paul, Minn 


Syracuse, N. Y 
Toledo, O 


Topeka, Kans 


Utica, N. 
Washington, D, C... 


State Journal, 

Press, 

Post, 

Star, 

Waterbury, Conn....American, 

Wilmington, pee = Evening, 

Wichita, Kans....... Eagle, 

Woonsocket, R. I.. .Reporter, 

Worcester, Mass....Spy, 

Montreal, Que......Star, 

Toronto, Ont Globe, ’ 

Mail & Empire, 23,601 
It seems to be pretty generally 

understood that the reason why no 

association of editors or publishers has 

ever been able to deal with the direct- 

ory question is because they can never 

agree on a plan. The live and act- 

ive publishers can agree, but the other 

sort are generally in the majority at a 

convention, and the old fogies think 

the directory should set forth not only 

the number of copies sold and rea‘, 

but the character of the readers as 

well ; and no two publishers can ever 

agree upon what constitutes char- 

acter, the general impression being, 

however, that it consists mainly of old 

age. It is also often made to s« 

that what a paper loses in enterp! 

and circulation it makes up in 

‘*character”’ of the readers it reta 

and that one copy of a paper nc 

dead from dry rot is worth about tw 

as much to an advertiser as two co} 

of another paper can possibly be 

issued from a newer office. 

Exceeding seventy-five thousand, 

Exceeding forty thousand, ° 

Exceeding twenty thousand, 

Exceeding 17,500, 

Exceeding twelve thousand five hundred d, 

Exceeding seven thousand five hundred, 

Exceeding four thousand, 

Exceeding twenty-two hundred and fifty 

Exceeding eight hundred, ‘ > 
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MAIL-ORDER ADVERTISING. ing from the advertisement by receiv- 
ing 324 responses. The list of replies, 
Liberal space and a good picture are up to Sept. 25, runs in this order: 
strong-pulling points in mail-order August an ai34 .€ 848 
ertising. I had the above fact very ” 17... 2 . 507 


irly demonstrated by two test adver- be 749 
ements placed in the Ladies’ Home “ ie ; 
rnal, Oneof these advertisements September 
ipied about thirty-five lines, single a 
mn, in the May issue of last year 
st $175. [ only received from 
advertisement 347 responses. 
In the September issue I bought 124 
es, or 62 lines double-column, for 








VWRITE FOR IT. As the edition is limited, copies will be sent in the 
order in which requests are received. It contains nearly 200 portraits 
(some beautifully colored) of celebrated women and children, among 
them many of our customers, costumed in the very latest fall and 
winter fashions. We will alse send Free, if requested, a Tape Reasore, 
Porm Diagram and a collecton of Samples of newest fabrics, from which 

garments illustrated in this Album will be cut to measure and made 

to order for less than they can be bought ready-made elsewhere. 
Don’t purchase any 

st an il you . Twenty-third St. 

see this uaique sEW 
bagk TORK. 





which was paid $620. I originated an 
of having a lot of women and 
lren, fashionably dressed, in a 15 
e, as a border or eye-catcher. A 16 


17. 


gh drawing was then forwarded to -Sacvceapabgaarmetes Sanat 5 
. 18... 
art department of the Zadies’ Home Tews 
rnal, When theglrawing was re- 21... 
ned I sent it to our catalogue art- 7 
and had styles copied from our = 
Fashion Album upon the figures ” $062 cces 
€ by the Ladies’ Home Journal Making total a aan o 16,478 
ts. This drawing was reduced to On the 26th replies from another ad- 
e space described. vertisement began coming in. 
On the 25th of August Ibeganhear- There was nothing unusual about 
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the offer made in the advertisement, 
and I attribute its great drawing power 
to the fact that the illustration was out 
of the ordinary, and especially designed 
to attract ladies wanting tailor-made 
garments, 

Mr. Spaulding, the New York man- 
ager of the Ladies’ Home Journal, tells 
me that this is one of the most success- 
ful advertisements that he knows of, 
and I have had several letters from ad- 
vertising managers of mail-order houses 
in Chicago and New York this season, 
and they tell me thaf they are not hay- 
ing greater success. 

Times were easier and people were 
buying freer when I bought the $175 
space last May, but every reply at that 
time cost me fifty and one-half cents, 
while now, September, 1896, during 
the cry of tightness of money, I am 
getting Ladies’ Home Journal calls for 
less than four cents each. 

Here is a cut that I used as an eye- 





FASHION 








, Be ay SE a 

Ganuutte WEST 23° Srater 

\ — NEw YORK US a 
MAOe To OROER, 4 5 





catcher in the Youth's Companion of 
Sept. 24. I asked for seven cents in 
stamps to mail the Album, and forty 
lines of space brought in 2,524 letters 
with the required amount in 15 days. 
It may be interesting to know that 
the double - column ‘advertisement 
shown appeared in the Youth's Com- 
panion of Boston the same week that 
it came out in the Ladies’ Home Jour- 
nal. The Youth's Companion has been 
heard from in 13,247 letters and cards 
mentioning this advertisement, which, 
when the price paid for the space is 


considered, makes the calls from this 
medium cost but a little more th 
three cents each. 

Of the eighty-six mediums I put th 
Richards advertisement in, calls can 


RES it Made to $ 65 
UIC order, 4 te 
And we pay the Express 
Outing, Cycling, T 5 
Golf my Wash Sits, ma : 
of best materials at most r 
sonable prices. Suit show 
is made of duck and other 
wash goods at price named 
Our New Spring Cata- 
i] je, from which this suit is 
selected, sent Free on 
quest; also “a well selected 





assortment of samples of latcs: 

fabrics, tape measure, meas- 

urement di im, etc. We 

Guarantee Every Garment te Fi:. 
\ Goods sold by the yard at 
bm wholesale prices. 


58 West Twenty-Third St., NEW YORK. 





cheapest from the Ladies’ Home Jour- 
nal and the Youth's Companion. 

The way to get big returns is to take 
big space and illustrate it well. Goo 
pictures count.—Sam. E, Whitmi 
in Profitable Advertising. 

OnE of the best arguments you ca! 
offer for the merits of your goods is 
that you have sufficient confidence in 
them to make you willing to advertise 
them.—Soot and Shoe Recorder. 

+o 


Give them a Trial. 


jn 
a 
OGDEN’S 
GUINEA-GOLD 


CIGARETTES 


AN English effort at a cigarette ad, 








print 
new: 
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KANSAS CITY ‘‘STAR.” 
LARGEST CIRCULAT!D DAILY 
PRINTED IN A TOWN OF TWO 
HUNDRED THOUSAND PEOPLE. 
By Frank Hart. 


The writer believes that, in the Kan- 
sas City Star, the afternoon news- 
paper has attained its highest type in 
\merica. He is not alone in this 
opinion. In agreement with him are 
more than a majoriiy of those who are 
students of fiz de siecle journalism. 

To a correct understanding of the 
position among newspapers 
some consideration of the influences 
which have made it, and of the things 
which it has done, is necessary. Sev- 
eral important factors have contributed 
to its extraordinary success. When 
the Star was established Kansas City 
was an ideal field for the development 
f afternoon journalism. A difference 

time of one hour enabled it to 
publish ali the news of the Eastern 
business world in its later editions. 
Passenger trains running out from 
Kansas City, in every direction, left 
ute in the morning and early in the 
ufternoon. The morning papers could 

t reach until nearly noon many im- 
portant near-by towns, in which the 


Sars 


Sfar, containing all the news on the 
lay of its occurrence, was delivered 
etween five and six o'clock p. m., an 
hour which found people at leisure to 


read, Kansas Cityans, too, had only 
time to scan a morning paper and 
eagerly welcomed a paper which they 
could take home and read at night at 
their leisure. 

Che gieatest factor, however, in the 
Svar’s wp-building has been the paper 
tself. The story of its career should 
be full of interest to the student of 
\merican newspaper history. The 
paper made its appearance 16 years 
ago, as a four-page sheet, which, if it 

uld manage to escape an early grave, 
was to be issued six afternoons a week. 
Its projectors were Mr. W. R. Nelson 

Mr. S. E. Morss, of Indiana. 
owned between them some 
$2,500 in cash. With that they 
bought a few handfuls_of type and a 
roll or two of white r. The lux- 
ury of a press they could not afford. 
For a considerable period the Star was 
printed on the presses of another 
newspaper. After a year or two Mr. 
Morss returned to Indianapolis, and 
on Mr. Nelson fell the care and re- 
sponsibility of the infant. It was not 


long before its voice was heard in an 
influential way. 

Kansas City, when the Star ap- 
peared on its horizon, had, in a few 
years, from an undersized village come 
to be an overgrown town. As but two 
or three even of its principal streets 
were paved, gum boots in wet, and 
linen dusters in dry, weather were 
much affected by the local swelldom. 
Diminutive mules drawing bobtailed 
cars over streaks of rust offered the 
sole means of transit except driving or 
walking, of which latter method of 
locomotion most people availed them- 
selves to whom time was of value. 
The cars aforesaid divided the time 
pretty evenly between waiting on a 
side track for cars creeping in the 
opposite direction to pass and crawl- 
ing to the next side track there again 
to lie in wait. As Kansas City has 
more and steeper hills than Rome’s 
immortal seven, getting about town 
was no small problem, which the filth 
of the cars did not serve to lighten. 

The owner of the Séar was not 
slow to proclaim that a young metrop- 
olis of 80,000 souls deserved better 
of a street car corporation which held 
valuable franchises as gifts of a gener- 
ous common council. Thenceforth 
there was war, a street railway boss 
and morning newspapers on one side, 
the people and the Sé@7 on the other. 
Within three years such a sentiment 
had been kindled that a local company 
was organized and a double-track cable 
line built from Union Station across 
town to the eastern city limits, the 
first introduction of cable power to 
street railway traffic east of San Frans- 
cisco the place of ts origin. 

Still the mule cars continued slow 
and nasty. As a reward for his ob- 
stinacy, the common council, which 
he owned, granted one night to this 
mule-car an extension of 30 
years to all his street franchises and 
threw in others without money and 
without price—at least to the city 
which owned the streets. Ten thou- 
sand outraged citizens held a meeting 
in City Hall Square to protest against 
being sold out. But the boss’ hired 
men held true and he carried away the 
stolen goods. 

Citizens who did not attend the in- 
dignation meeting in the square be- 
neath the window of the council 
chamber, learned when they scanned 
their papers at the breakfast table 
next morning, that the common coun- 


boss 
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cil had, the night before, granted to 
the Hon. Thomas Corrigan, late of 
Ireland and more recently, until he 
became a political boss, foreman of a 
gang of section hands, divers and 
sundry street franchises, and that an 
unmannerly crowd of disreputable per- 
sons had made unseemly noises near 
the City Hall. It remained for the 
Star to tell the story of the outrage. 
In less than three years the Hon. 
Thomas Corrigan sold these gift fran- 
chises to a Boston syndicate for 
$1,000,000. The franchises repre- 
sented almost the entire value of what 
the syndicate bought, all the tracks 
save one short line being torn up 
forthwith to make way for cable. 
Kansas City had accomplished one 
thing, however, it had gotten rid of 
its boss, and had the beginning of 
what is now one of the completest sys- 
tems of rapid transit in this country. 
Within a year and a half from the 
date of this writing the cable lines 
built by the company which bought 
Corrigan’s streaks of rust have been 
merged with a company which owns 
all the street railway lines of Kansas 
City, and which is obliged by its 
charter to transfer passengers to all 
parts of the Kansas Cities in Missouri 
and Kansas and to pay into the city 
treasury a percentage of its earnings. 
The Star and the people combined 
at that early day were not strong 
enough to stop a geab, but they rid 
the community of a boss and secured 
what they enlisted for—rapid. transit 
facilities which made the future 
growth of the city and its present pros- 
rit ssible. 
Pe The oor on franchise grabs and 
aldermanic jobs thus begun by the 
Star has never ceased. The charter 
of the local gas monopoly expired 
early in 1896. In midsummer of the 
year preceding, the gas committee of 
the lower house of the common coun- 
cil had agreed with the attorney for 
the Philadelphia Gas Trust, which 
owned the Kansas City Gas Company, 
to report favorably an ordinance grant- 
ing the company an extension of its 
franchise for 30 years, and fixing the 
maximum charge for gas at $1.40 per 
1,000 feet. The Star exposed the job 
and was the only newspaper that 
opposed the granting of the franchise. 
One local newspaper ardently advo- 
cated the measure ; another as openly 
as its courage permitted. The ordi- 
nance was passed ; but such was the 
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opposition of the people that 
mayor vetoed it, and the gas trus 
had not enough strength in the mur 
ipal law-making body to pass it by : 
constitutional majority. Then th 
trust declared that it would 
accept a franchise at less than $1.4 
per thousand for 30 years. A 1 
company was organized, to whic 
charter was granted by which it 
permitted, in consideration of the | 
ment into the city treasury of a | 
centage of its gross earnings, to n 
and sell gas at not exceeding $1.00 
1,000 feet. Then the old com; 
found out that its officers had | 
mistaken when they said that it c 
not afford to sell gas at $1. It as! 
for and received a franchise on 
same terms as that granted to 
rival. Both companies are supplying 
a good quality of gas, the new one at 
$1 per thousand, the trust at so cx 
per thousand feet. The trust 
doubtless freeze out the private enter- 
prise ; but it can never rob consun 
of 40 cents on every thousand feet 
gas used during the next generat 
and is, besides, obliged out of its profits 
to bear part of the expense of the 
municipality. 

Because no other examples are men- 
tioned here it must not be tho 
that these are the only services the 
Star has rendered to the people w! 
it represents. Most Kansas City | 
ple would say that they are not « 
the most important. Ten years 
the Star began a campaign for parks 
and boulevards. That the city sh: 
be beautified, it held, was a duty 
which the citizens owed to themselves 
irrespective of the advantages that 
would accrue from making the place 
an attractive one in which to live. A 
comprehensive system of drivew 
and breathing spots should be | 
vided while the city was young 
before the price of ground sh 
make the undertaking expensive. 

Here, surely, was an enterprise that 
could provoke no opposition. It was 
not, however, long in developing and 
finding newspaper organs. The town 
did not require beautifying, they said 
and if it were in need of adornment, 
who was to foot the bills? Certainly 
not the objectors. Had they not done 
enough for it by sitting down on land 
which they had inherited or been 
obliged to take for debt, and permit- 
ting themselves to be made rich by the 
growth of a city built by the industry 
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more enterprising men? Those 
who wanted parks should betake them- 
elves to some city where they were to 
e found, and not put the accidentally 
rich to the expense of bearing their 
iall share toward providing them. 
Nevertheless the S/ar continued the 
itation until people almost smiled at 
ts misdirected zeal. Finally, by an 
vendment to the city charter, voted 
two-thirds majority, a park pro 
sion was added to the municipality’s 
ganic law. Lawyers in the employ 
{ the opposition proved it defective, 
1d another amendment had to be 
ulopted to cure the defect 
Within two years, under the presi- 
ency of Mr. August L. Meyer, the 
ilionaire head of the largest smelt- 
ng and refining company in the United 
States, the beginning of a splendid 
system of parks and boulevards has 
een made. Within a few months a 
ntleman, who has amassed a great 
rtune through his practical belief in 
future greatness of Kansas City, 
yught 1,300 acres of land near the 
poration and presented it to the 
unicipality, with the sole restriction 
iat the ground should be beautified 
ind the park called by his name. By 
this donation Kansas City became the 
wner of the largest municipal park in 
his country. There are few people 
Kansas City to-day who not 
ecognize that to the Svr’s initiative 
ey are indebted for their handsome 
rives and charming places of out- 
loor recreation, as well as for cheap 
is, and the ability to ride anywhere 
n town or suburbs for a single fare of 
five cents 
From the beginning of his career as 
1 journalist, Mr. Nelson has held to 
ertain ideals, which it has been his 
m to realize in the Star. He BPe- 
ieves that the people whose patronage 
ikes a newspaper successful have 
ertain claims upon it which are not 
satisfied by anything less than the 
publication of the best newspaper pos- 
ible with the facilities at its com- 
mand. In other words, he has con 
sidered that in a certain sense he 
held the Star in trust for its readers 
ind that a cong#lerable part of the 
rofit it ‘earned should be returned to 
them in the form of a better paper. 
In pursuance of this conviction, in 
1889, he enlarged the Star from four 
to eight pages and did not advance 
the selling price. The same year the 
paper built a new home for itself, and 
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was the first metropolitan newspaper 
in this country to occupy exclusively 
a building designed solely with a view 
to the requirements of modern news- 
paper making. At about the same 
time a weekly edition we added, not 
for the sake of profit, but that the 
Star might reach the agricultural class. 
It surprised its founder by attaining in 
a few years a paid circulation of more 
than 100,000, with the earning capac- 
ity which that means. 

The building which was erected in 
1889, in the belief that it would an 
swer the paper’s needs for a long time, 
was outgrown in less than five years 
and new quarters became necessary. 
The Star’s present home, which, like 
its last, was designed exclusively for 
its use, was completed in midsummer, 
1894. The new plant included three 
Hoe perfecting presses, built to order, 
at a cost of linotypes and 
the most complete modern appliances 
in art and mechanical departments. 
The Svar’s anniversary, in September, 
1894, was celebrated by the addition 
of a Sunday paper, the price of the 
seven issues remaining to subscribers 
the same as when the Star was pub- 
lished as a four-page paper six times a 
week. The daily, too, was enlarged 
on the occasion to ten or twelve pages. 

The Séar has never been edited on 
the ground floor, one of Mr. Nelson’s 
maxims being that a newspaper con- 
ducted from the counting-room is fore- 
doomed to, and deserves, failure. 
From the beginning it has been essen- 
tially a hhome paper. At no time has 
it ever bordered on sensationalism 
questionable news has never found a 
place in its columns. Withal there is 
a literary flavor about its pages, which 
is perhaps its most distinctive feature. 
It.is ‘‘a newspaper first,’’ to repeat 
the characterization of the advertising 
manager for the largest manufacturing 
establishment in Kansas City; ‘‘an 
advertising medium afterwards.’’ To 
which circumstance, doubtless, is due 
the fact that its paid circulation of 
62,000 daily is the largest enjoyed by 
any newspaper published in a town 
of 200,000 inhabitants. 


$105,000 ; 


ous 
PERSEVERANCE, 
is the only certain road to 
The man who takes up a business, 
no matter what it is, and pursues it and noth- 
ing else, almost invariably comes out ahead, 
while the man who is constantly changing 
from one thing to another is equally certain 


Perseverance 
success. 


to fail.—-Vercantile Fournal and Pennsyl- 
vania Grocer. 
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THE USE OF “ BRAINS.” 
New York, Jan. 28, 1897. 
Editor of Prrters’ Ink: 

There is one word that seems to give the 
adwriters a chance to ‘spread themselves” 
—the word Brains. Here is the heading 
of an advertisement by a prominent New 
York house which employs the best talent: 





BRAINS 


are as desirablein the shoe as under the hat. 





Most people would rather have their brains 
under the hat than in their shoes. Of course, 
those who have their brains in their feet need 
most comfortable shoes. Some excellent ad- 
vertising is put forth by the Keep Manufact- 
ing Co., of New York City, and the other day 
we found their advertisement headed : 





WOOL 


and Brains are the principal ingredients of 
our underwear stock. 





This is a new role for brains—to be the 
ae ingredient of underwear stock. 

hat is brains coming to? Cannot brains be 
put to some better use ? » 


COPY OF A CIRCULAR, 
Office of 
Warner’s Sare Cure Co. 
Rocuestrr, N. Y., Jan. 30th, 1897. 

Dear Str—Having dissolved business re- 
lations with the National Advertising Co., 
of 114 Nassau Street, New York, and desir- 
ing to use your publication as heretofore, we 
hereby authorize you to insert our advertise- 
ments for February in accordance with copy 
sheet inclosed—electros for which you > 
ready have—at the same price we have been 
paying the National Advertising Co. 

nstructions for further advertising will 
follow on the 20th of each month, it being 
our intention to have you repeat the blocks 
you already have in hand. 

You will please bill us moffthly, sending 
ome of your papers for verification, and we 
will promptly audit and remit for the same 
each month, 

If this arrangement is not entirely satis- 
factory to you, kindly advise us at once. 

Respectfully yours, 
Warner Sare Cure Co, 

——s 

IN NORTH DAKOTA. 
New York, Jan. 31, 1897. 
Editor of Printers’ Inx: 

Probably the largest spool of silk ever 
manufactured was recently made by the 
Nonotuck Silk Company for a guessing con- 
test inaugurated by E D. Strong, a dry goods 
merchant of Jamestown, North Dakota, 
This spool was a fac-simile in everything but 
size of the well-known “ Corticelli Spooi 
Silk,” sold everywhere. There are one hun- 
dred yards of silk on an ordinary spool, but 
the mammoth spool contained nearly forty 
miles of silk, which will give one an idea of 
the size of the spool. There were 10,374 
guesses, ranging all the way fromi 223 to 555,- 
555 yards. The nearest guess was within six 
yards of the correct number, which entitled 
the winner to a sealskin cloak valued at $50. 
Mr. Strong says the contest was a great suc- 
cess, and that the big “‘ Corticelli ’’ spool was 
the talk of the town. Jas. Means. 


A Goop ad may be written without saying 
anything about cheapness. 
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SOMETHING FOR ADVERTISERS TO 
PONDER. 


Boston, Dec. 10, 1896. 
Editor of Pruwrers’ Ink: 

Printers’ Inx of June 17, 1896, on pag: 
18, states that there are in the United States 
nine papers published in the interests of 
Holiness, having a total circulation of 10,23 

Of these the American Newspaper Direct 
ory for 1896, on page 439, credits the Chris 
tian Witness with a circulation of 10,0 
copies weekly, and the statement is guaran 
teed by the Directory. 

Nine papers have 
Christian Witness 

Average for remaining eight papers, 27! 
copies per issue. Further comment is un 
necessary. Tur Curistian Witness Co. 

or 


NOTES. 


Tue Philadelphia Record has a department 
for receiving orders for coal at a reduced 
price. 

Tur Ad-Writer is the name of a new pub 
lication published at 519 Olive street, St 
Louis, at $1 a year. 

Tue Utah Information and Promotion Bu- 
reau of Ogden will issue the Datly Times for 
the purpose of advertising that city and State. 
—Newspaper Maker. 

Tue Amphion Theater, of Brooklyn, ad- 
vertises a “‘ bargain matinee for ladies’ on 
Wednesdays, On those occasions good‘seats 
are “‘ marked down’”’ to soc. 

A most curious window exhibit is shown 
by the Mosler Safe Co., Broadway and 
Duane St., N. Y. City. It consists of a com- 
plete set of bank burglars’ tools. 

Tue business men of Union, N. J., have 
decided to discontinue all advertising in pro- 
a patronizing newspapers exclusive- 
y.—ilkesbarre (Pa.) Telephone, Fan. 
18, 1896. 

Tue Donaldson Lithographing Co., of Cin- 
cinnati, publish an interesting cipher book, 
by the aid of which billposters may send a 
long letter by telegraph within the requisite 
ten words. 

EasTERN papers have instructed their art- 
ists to draw a beard. The upper part of the 
face will be inserted as soon as the news that 
Kansas has elected a senator comes in.— 
Wichita Eagle. 

Mr. Donacp J. Mircue tt, the advertising 
manager of the Mabley & Goodfellow Co., 
the great department store of Detroit, has 
issued a bulky book, entitled, “‘ Some of My 
Every-Day Work.”’ The advertisements are 
all artistic and excellent. 


10,230 


diane: 
FROM THE OTHER SIDE. 

Dr. H. H. Warner, of New York City, not 
unknown to fame as a manufacturer of patent 
medicine, writes us that he has secured a 
new remedy. e don’t say what it is, but 
we have every reason to believe that it is a 
nerve bracer and that he has taken a large 
dose himself. He says that if we will dorate 
him some advertising space, anywhere from 
$5 to $5,000 worth, that as soon as he has 
used it, he will make a cash contract. We 
do not see our way clear to accept this prop- 
osition, but we will make him one. If he 
will send us acar load of remedies, as soon 
as we have taken all, if we are still living, 
we will give him all our patent medicine 
trade od ay cash. The freight should be 
paid. How does that strike you, doctor? 
—Dushore (f'a.) Review, Fanua’y 14, 1897- 
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WHAT HE HAD LEARNED. 

Sarcasm generally doesn’t pay, unless it be 
of the pleasant kind used by an Irishman to 
his ee coal dealer—who proposed 

) dise arge him because “ he couldn’t learn 
anythin f 

“ Well, I’ve learned one thing since I’ve 
been with you,” said Pat. 

“ What is that?” 

“That 1,800 makes a ton.” 
tained, —Exchange. 


GETTING IN AND OUT. 

A good newspaper, magazine or journal can 
carry your ad into the privacy of the home, 
the office and the counting-room, where it 
— find a welcome. o other medium can 

io this. Circulars in sealed envelopes may 

get in; tramps in dis; uise sometimes get in, 

too; but both find their way out, and ina 
rumpled, crushed condition.—Advertising 
Experience, Chicago. 


AN EVOL UTIONARY Y PROCESS. 

Hunt up a copy of Brains or Printers’ 
Ink dated a year ago. Contrast the adwrit- 
ers’ announcements of that time with those 
of to-day. Those who then shouted like cir- 
cus barkers are either out of the business or 
they have modified their tone to the level of 
sane, straightforward business delivery.— 
The Adwriter, St. coats 


Classified Advertisements. 
Advertisements under this head two lines or more 
without be 


d ny, 25centsaline. Must 
han Ged 1 one week in advance. 


WANTS. 


GPOK ESMAN-REVIEW 
Spokane, vash. 
Pork Phila. correspondence, trade or general, 
making qqeenny of news, write BUCKL EY, 

Phila. Inqu 

Y= OU want type and | Forts machinery. See 
ad No. a. “For Sale.” Just what you 

want in era citi 


W ANTED— 
1;2 i cols Fe. © ser patter ENGRAV. 
ING CO., 5 Gofuabus, Ohio. 
I IVE stock cuts, aa sheep, swine, poles 
4 ete. Send for new proof sheet. Prices 
one-half u rates. ARPER ILLUSTRATING 
SYN DICATE, Columbus, Ohio. 
\ SUCCESSFUL advt. solicitor and all-round 
é man desires commegtien with 


ble salary. 


Pat was re- 


eqemqaoer, § 
paper ie Southw est. 
: RACTICAL.” Printers’ Ink. 
W* buy small patented no novelties, books, pict- 
BR. ww any ane in job lots. Send sam- 
offer for “a stock. 
Sheffield 


Bn XtANA Gividtes, Co., 


W ANTED—All money oney expended Qn advertis- 
ing in the direction of the Hardware Trade 
Save duplication of circulation. HARDWARE 
DEA S’ MAGAZINE, 271 Broadway, N. Y. 


|: )STIMATECLERK wanted by “ust be West- 
col and conveel tn gets P dabess, 

enc and co 

with full particulars, “ m Aguring, rates ” Printers’ Ink: 


ate hiiehed Ai, 


patent 

article ; must be on paying 

basis ; Yaaloes ci ulars of mame. how long esta! 
lished and price . a ” Printers’ ink. 
I REE—New proof sheet of advertising elec- 
tros. 33 best books for remiums or mail 
pa! business. ®& perfect ; see our 
moth jogue for mail order dealers. 
T. x. CAREY & CO., % %8 City Ha Hall Place, New York. 


TE om I x ty rent in € town to sell 
W* cha » Criticisms iciems and Mr. 
K Good aavertising. ” The ye an 

| ae FH retty easy. Address 

ciigea Pome od. 16-17 Beekman St., 
ew . 





proprieta 


conclusion that a 

an advertisement 

“price, ard we therefore 

all who apply for it on their business letter-head 
INTERS’ 


torial note in the issue of a 
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. ANTED—More printing from the class of 
people willing to pay fo for the best. WM. 
ore TON, 10 Spruce S8t., } 


Orr and net price for one ee h, 7. 
e. 0 dailies to cover Minn., N. Y. 
Ia’, Ill., Ind. and O. 2 wd AL 
_ the’ A. N. D. “with actual average for past 
ar” need not reply. P. V.CRANE, 6 Orange 
i. Newark, N. J. 


HAVE had a peculiarly valuable experience in 

nearly ali phases of advertising, and desire to 
secure a position with a progressive first-class 
house. y services will be found of great use 
fulness in’ the office of an adv vertising manager 
or in a general agenc Correspondence invited. 
Samples of work and the best references will be 
' 4 . Address ‘* PROGRESS,” care Printers’ 
nk. 


— - +o 
SPECIAL AGENTS. 


|; papers represented by H. D. LA COSTE, 

*ark Row, New York, Special Newspaper 
Representative, have the consideration of re 
liable advertisers. 


PREMIUMS. 
\ UPERB premiums. Subscri 
\ Send for ow electros an 
logue, free. TH ERNER COM 
Ohio, or 7 East 16th St., New York. 


jon winners. 
oremium cata- 
ANY, Akron, 


-— ee 
A DDRESSES FOR S 


ISTS of names in any trade, in any coun 
4 $1 up. Information on any commercial 
ject. Credit reports on firms anywhere. In U. 
. Sl,in tag Ss. in Latin America $3. Agents 
every w where 2 ion rs established. ASSOCI- 
AT TRADE & “IN a L PRESS, Wash., D.C. 


SALE. 


MA ILING wa AC SHINE Ss. 


6 ee Matchless Mailer ; best and c Rennes. By 
REV. ALEXANDER DICK, Meridian, N. Y. 


M a type for mailing can be bo 
ERS’ CO. eapest from AM. TYP RROUND- 
ne 


< fo tee ad No. 1, under “ For 
ie. 


as — 
TRADE-MARKS AND PATENTS. 


AR RE Lyon = abvestinies for some one else to vo 

its? N Well, then, you shoul 
take a a ~~ HR ond protect yourself. We 
make that work a specialty and will secure you 
a trade-mark, good for 3% years, for $40 and 
guarantee rom t work and satisfaction. Send 
for free lis Inventions Wanted.” AMERI- 
CAN PATENT & INV. ., Detroit, Mich. 


te 
ADDRESSES AND ADDRESSING. 


T= February number ot Our Ow will be 
issued February 15. bad Bae come to the 
per publis! primarily as 

ould Soane no Ey 
to 


As to what Prr Ink thinks of it, Lei 
ADVERTISERS’ AGENCY, E. 8t. © Lewis, 
Gen Pa. 


. Mgr., Penn Mutual ide. Phila., 


<o 
ADVERTISING AGENCIES. 


F A ig eg advertise anything anywhere 
any ti . write to the GEO. P. ROWELL 
apv ER ISING *e ‘O., 10 Spruce St., New York. 
T is not mere! 


wely the right pectes of an ad, nor 
the right writing of it, that makes advertis- 
ing pay; it’s both. We ‘believe that we have 
—— these pasate in their due relation. We 

e ready about -7-= i 1897. THE 
ADVERTISERS" AGENCY mo Lewis, 
_ Penn Mutual Bidg., Phil yy 


HE BATES-WHITMAN O©O., 132 Nassau St., a. 
Y., is the only agency on earth that is 
yt fy rapa reand tn. 
ts work is not confin ne - 
azines. Its disti ialty is make and ex- 
ecute successful pub nae! plans for manufact- 
urers and jobbers. to absolutely every 
client on its books. a. one is satisfied. Every 
one is getting results Write. 





30 
STREET CAR CARDS, 
Ww aim to make Setinstive 
by their sim: Say: ot design and one 
pon us samples 0: pee rocueg, wr 
ons. THE ADVERTIS SAGENCY, 
ou Lewis, pave dante Penn Mutual Bldg. ,Phila: 
os 
su PPLIES. 


7 AN BIBBER’S 
Printers’ Rollers. 


frog for etchin, BRUCE & COOK, 190 Water 
Street, New York. 


EVER him tah me | for the printer - best om cheap- 
See ad No. 1 under “ For Sal 
STEREOTYPE, linotype and pom ol met- 
copper annodes ; zinc plates for etch 
Mencits & CO., Inc.,'517 Arch St., 


Philadel- 


= a PAPER is printed with ink manufact- 

ared by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to buyers. 


——— - +o -— 
ADVERTISING M REDIA. 


‘NHRISTIAN WORKER, $4 per inch per annum. 
C It will pay you. Russellvi ville, A 9 


WORDS, 5 times, % cts. ENTERPRISE, 
Brockton, Mass. Circulation 7 


af bg — GUIDE, New ae N. J. 6e. 
line. Ci in 3,000. Close Close 24th. Sample free. 


RAND anne DEMOORAT, leadi a lg in 
¥ Mich. outside Detroit. LA COSTE, New 


A BY m ad vertising in PRINTERS’ INK 
*\ to the amount of $10 is entitled to receive 
tbe paper for one year. 


iF, - ARG ESE circulation of any anliy, newspaper 
4 po! GAZETTE and BULLETIN ; 
6,000 D De 4,000 W. La COSTE, COSTE. New York. 


DAE. (Ohio) MORNING Times and EVENING 
NEWS, 14,000 daily, c a“ want” for prop- 
erly advertised goods. LA COSTE, New York. 


ve PIQUA CALL “ wants” advertisers who 
it results. Larger circ other 
Piqua dailies combined. 


than all 
LA COSTE, New York. 
EADING serene Southwestern Ohio 
outside Cincinnati) ageen, MORNING TIMES 
and EVENING NEWS, 14,000 daily. 


LA COSTE, N.Y. 
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TE LOTUS PRESS, artistic printers, 140 W. 
23d St., N. Y. City. ‘Send for our booklet. 


RINTING — That's our business. Prices a 
work Nghe Let us estimate. HINTON. ¢ 
CO., Danbury, Conn. 


*‘ROW-WHEATLEY CATALOGUE COMBINA- 
TION. Home cy ee: New York. (Fac- 
tory, 201-213 East 12th 


W* foes Batt engage 
gon wes ke tA good fed inthe that yo og “wan me poopie 


at and read—come 
INK PRESS. 0 Spruce St., Ne St., New York. 


YY Gaua find that the leading houses in 

lines of business are the ones with the fincet 
catalogues. Not beca 
eer sae | and 


with ¢ ono 
Fetain th frat folk then i rival ¢ te leader. To 
Seep is nfront. The 
Tea thisis by means finely printed, 
itten, well-illustrated catal Better 


th ‘good -will” for th 

je “ emselves and may leave 

ou. Not better than, meoemsary to fol- 

ioe Se, and seach, ‘Sue thing newspaper ona cir- 
poem on e more, as a leader 


hi: 
thet nee ioe jereaiease will rite by the 
of the AE vie 


THE TRO 
BINATION, Home Lite 
logue Advertisi 


» New Yo 
ing”’ is our logue. W. rite for it.) 


TION high gr e business-bringing 
logues. Home Life Building, New vou.” 
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BILLPOSTING AND DISTRIBUTIAG. 


] OWLAND ADVERTISING SIGN CO., Ron: 
N.Y. Roadside advertising a specialty. 


eo 
ADV ERTISING NOVELTIES. 
JUBBER stamps. ~ $e. for a two-line samp! 
\ (any wording), ther with pad postpaid | 
worth 75e. CLIMAX STAMP W’KS, Belgreen, A! 


tS the purpose of inviting announcemen' 
of Advertising Novelties, likely to bene 
reader as well as advertiser, 4 lines will be i 
serted under this head once for one dollar 


J OVELTIES in advertising calendars ; good « 
ear round. Also envelope ange (user ca 
put them on any envelope). Gain vantage | 
writing now to CLASP CO., Buchanan, Mich 
aan anal 
FOR SALE. 
[tts-t0 ad No. 1. 


UALITY high, prices low. See ad No. 1. 


| se SALE -Weekly } paper at Salem, large cir 
culation, plenty material for daily, power 
folder, yg - a Apply to “F 


Brower D, Salem, ¢ 


$1,000 cas ot prosperous Gail 


7 er ‘ood job business in Mississip; 
. W. TUCKER, Foc kson, Miss. 


( ‘HAMPION $15 typewriters. 
machines, never used, $10.50 each. 

equals $ $100 t typewriters in every respect. 

GAN & KICE COMPANY, Springtield, Mass. 


I , OR SALE—Only Republican newspaper (week 
= OL ) published at State capital, Central South 
te. Established Some ears. Republica: 
vote of State it 150,000 for McKinley, and capita! 
city carried aA Moke. ‘Golden oO portant by 
ate barga ress, immediately, LU 
T. WALKER Nashville. "Tenn. 


87, 50 WILL buy one of the best known 

u . and most profitable trade journals 

in the Central West. Toa man of ability and ex 

perience pond pape: r is guaranteed to net 35,0 
or year c Present owners have more ex 
msive interests which require their attention 
ddress * T. J.,” * care Printers’ Ink. 


D NO. 1—We sell more type and printers’ ma 
#\ chinery and =k than all other con 

cerns, cause Cor See enable us t 
buy right and sell to the advantage of our cus 
tomers. Why buy the second ny when the best 
——¥ you no more! Buy outfits complete an 
save money and trouble. AMERICAN Tyr k 
FOUNDERS ’ CO., Boston, 150 Co Ne 


Baltimore, Frederick & W: 
cott ; Pittsburg, 323 
Clair & 

« 


Six brand new 
Work 
MORK 


sas ; Omaha, 1118 Howard 
Denver, 1616 Blake ; Portland, Second & Stark 
San Francisco, on 


ADVERTISEME MENT NT CONSTR TCTORS. 
os | LT EECtIVE advertising. E. A, WHEATLEY 
4 257 Broadway, New York. 
"TP Ropone SAMUEL HOLBROOK, write: 
Tribune Bldg., New Yo rk. 
a A. WHEATLEY, Spec jalist in Advertising 
Ue 257 Broadway, New York. 
66 OrR UR OWL.” It’s free. THE ADVERTIS 
ERS’ AGENCY, CY, Philadelphia. 
G ILLAM & SHAUGHNESSY, Aavertionss, 623 & 
3 6%4,Temple Court, New ¥ York. Write 
8T. ELMO LEWIS, Mar Mee. THE ADVERTIS 
4e ERS’ AGENCY, , Penn ™ utual Bidg., Phila 
TT tor eee EY CATALOGUE county. 
cata 
‘|’ HE only writer of exclusively medical an 


drug advertising. Advice or >. - ae 
ULYSSES G. MANNING, South Bend, . 
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F you do, know or think of anything of inter- 
est to advertisers send it to Charles Austin 
Bates’ Criticisms, 15-17 Beekman St., N. Y. 


( ‘ALL on manager of nearest branch AM, 
TYPEFOUNDERS’ CO., addresses as per ad 
No, t under “ For Sale,” and get posted on type. 


M* little booklet, “ How,” tells what I do for 
i the money you ought to pay me for advice. 
Ask for it. CHARLES AUSTIN BATES, Vander- 
bilt Bidg., N. Y 


EWELERS! Send one dollar for five business- 
e bringing ads that will catch the reader’s eye 
ut once. W .* a L. OSTROM, ad editor and 


writer, Olean, N 

re | ’ HIFFLETS,” one of the most successful 
little booklets ever published, mailed to 

general advertisers who want to meet compe- 

tition. E. A. WHEATLEY, Specialist in Adver- 

tising, New York. 


LL the borders and type used in PRINTERS’ 
4 INK are at the disposal of people who have 
their advertisements put in type by me. WM. 
JOHNSTON, Mgr. Printers’ Ink Press, 10 Spruce 
St., New York City. 


r[°.HE power of language wisely used, of argu- 
ment strongly stated, of facts made pleasant 
that’s our ten ads for $5. Sample $1. “A 
Profitable Habit” free. BUSINESS LITERATURE 
CO., % Bromfield St., Boston. 


\ ’ RITE your own ads. Save money and get 
the best ideas. Our Clipping Dept. will 
send you the latest ads in your line of trade. 
Want particulars? ASSO RADE & INDUS. 
PRESS, Washington, D.C. Established 1887. 


\ R. BATES wants actual interviews with busi- 
4 ness men for publication in his new paper, 
Charles Austin Bates’ Criticiems. The sender of 
every such interview will receive the paper for 
two years in payment for his services, and the 
sender of the best interview each month will re 
ceive a complimentary copy of Mr. Bates’ hand- 
some beg oy $5 book ‘Good Advertising.” 
Address HOLMES PUBLISHING CO., 15-17 Beek- 
man St., N. Y. 


J EWFLERS and merchants handling novelties 


_in forms suitable for progressive euchre 
prizes will find a new tally-card in six colors that 
we have just designed, a trade winner. It is one 
of the prettiest specialties issued to the trade in a 
long time. Fully protected by copyright so your 
compenner cannot use it. Printed with your ad 
on the back, #20 a thousand. THE ADVERTIS- 
EkS’ AGENCY, E. St. klmo Lewis, Mgr., Penn 
Mutual Bldg., Phila. 


* PECIAL. 
s 


\W E started our business in the full knowledge 
that there is a limit to human eftort and 
accomplishment = 
No rational man will contend that his brain is 
big enough or elastic enough to grasp, weigh and 
solve the numberless problems and the varying 
perplexities that arise in the business affairs of a 
hundred or five hundred local merchants. 

We started on the fundamental principle that 
it was better to do a little work right than a 
whole lot of work wrong. 

We determined to do personal work only-—-to 
put plenty of time and thought and care into it— 
to do a distinctive, high-class, forceful line of 
writing and illustrating for business men—to 
delegate nothing to assi: ts 

Our idea is to cater to progressive adver 
tisers who want the best there is to be had, and 
who are willing to pay good prices for it 

The business of ninety-nine retailers in a hun- 
dred is not extensive enough to warrant the em 
ployment of real experts and specialists. So we 
have not looked in that direction for orders 

Our plea for business is addressed to those 
wholesalers, manufacturers, jobbers and general 
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advertisers who realize the importance of th 
very best writing and illustrating in their busi- 
ness literature. 

We say to these men : 

“Whenever you want a particularly artistic 
and forceful catalogue, write to Moses & Helm 
about it 

“ Whenever you want a better booklet than any 
competitor sends out, Moses & Helm can help pre- 
pare it. 

“Whenever you want your magazine or trade 
paper advertisements to be strong in display, em 
phatic and earnest in text, artistic in execution, 
give the order to Moses & Helm 

“ Whenever you want advertising in any form, 
Moses & Helm will put life and brightness and 
selling force into it.” 

Weare looking ahead. Weare working for the 
second, and the third,and the tenth order from 
the same firm. 

We had rather get ten consecutive orders from 
one man than get ten single orders from ten dif 
ferent men 

In time we hope to acquire such a good reputa- 
tion that the name of Moses & Helm will instantly 
suggest itself to every advertiser 
when occasion arises for the use of advertising 
matter of a superior quality 

Sometimes we suggest and advise. 
but often. 

Money paid us for planning and laying out an 
advertising campaign is nearly always money 
wisely invested. 

The man who follows no well-defined and profit- 
able plan in his advertising will find our assist- 
ance worth the price we ask for it. 

The cost of things is generally fixed by their 
worth. 

A 50-cent advertisement costs little, and it is un- 
reasonable to expect it to do great things. How 
much thought and care can a man afford to put 
into a 50-cent advertisement ! 

A syndicated picture sells for half a dollar or 
less. It costs the syndicator not over 10 cents 

Good artists don’t make 50-cent pictures 

We do not write half dollar advertisements or 
furnish half-<dollar illustrations. Just what we 
do charge cannot be stated off-hand. Write and 
tell us what is wanted, and we will give prices. 

Our rates are high enough to insure dis- 
tinguished work, and to insure us enough profit 
to warrant our best endeavors. 

There is one important branch of our business 
which we have not advertised in Printers’ Ink 

We refer to the service we render a limited 
number of manufacturers, jobbers and general 
advertisers through a system of advertising that 
is carried on largely by mail. 

We take entire charge of everything. 

There is nothing hit or miss about it. 

No guesswork. 

It either pays, or it dcesn’t 

Results can be traced absolutely 

There is no long waiting for cumulative effects. 

Our clients can tell in a short time whether we 
are using their money wisely or foolishly. 

They can stop or go on, just as they prefer 

The wholesaler, manufacturer, jobber or dealer 
in any article for which there is general need, is 
the man with whom we want to talk. 

We are ready to go into the matter fully with 
any responsible concern which will write us 
about it. 

We particularly wish to hear from men who 
are wasting money in the trade papers. 

Remember that we attend to every little detail 
of the advertising. Our clients help us at the 
start, and we do the rest. 

The man who is about to introduce a new article 
will find it mighty interesting and profitable to 
correspond with us. 

Write us about anything and everything in ad- 
vertising. MOSES & HELM (C. Dan Helm, Bert 
M. Moses), 111 Nassau St., New York. 


progressive 


Not always, 
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There is a space in street car adver- 
tising that has never yet been exploit- 
ed. Perhaps it will be some day. It 
is the floor. 

Think how much strong advertising 
could be got out of a rubber mat, for 
instance, with white lettering about S. 
H. & M., ‘‘ See That Hump,” or some 
such thing. Only it wouldn’t be much 
good when the cars are crowded ; the 
people would have to be sitting down. 

Many people make the mistake in 
getting up their street car cards of hav- 
ing a ‘‘ fancy’’ artist who uses so many 
flourishes and grotesque letters that 
the card is difficult or almost impos- 
sible to read 

The first desideratum of the street 
car card is legibility—legibility first, 
last and all the time. Convincing 
matter well displayed, and not too 
much of it. Plain type, as a general 
thing, is better than lettesing, unless 
there is very little matter indeed, and 
the lettering is very bold and simple. 

A sample of good lettering was 
shown the other week in the ‘‘ Sunlight 
Soap ’’ card. This week we reproduce 
another good one—that of ‘‘ Pearline ” 
—but it’s not as good as ‘‘ Sunlight 
Soap’’; not as bright, bold or strik- 
ing ; a little too dark, perhaps, but a 
very good card for all that. 


The Pearline people are most suc- 
cessful street car advertisers, and their 
advertising man, Mr. Gude, has done 
some very good work indeed. 

The best of street car advertising is 


that the competition between rival 
articles is hardly so keen just yet as in 
the newspapers. In this way those 
who use them get a better and more at- 
tentive audience, have less counter 
arguments to meet, need not take so 
much space to make an impression. 

Advertising in the street cars always 
reminds me of a nice, quiet little fam- 
ily party, where all are met together in 
peace and amity to exchange confi- 
dences and tell each other the news. 

Of course, if you have a choicer 
piece of news than any one else or a 
more interesting way of telling it, why, 
you get more attention than any one 
else. 

But there is not the same striving 
for mastery and supremacy by using 
immense space and large letters that 
one notices in so much advertising, 
and for this reason, I think, the public 
believe it more. 

And, after all, everything else is use- 
less if you cannot get the belief of the 
public. 

Another card we show is that of 
Pope’s Perfumed Ammonia. This is one 
of the famous bath maidens, and more 
decent than some of them. The illus- 
tration is a dainty piece of work, and 
the matter is plain and to the point. 

The J. Monroe Taylor Chemical 


Co., who are placing their advertising 
through Messrs. Kissam & Co., have 
not as yet used very much space, but 
are getting good returns for what they 
are using. 
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‘Cream Yeast Baking Powder” is 
another article which is selling very 
well, despite of a limited appropria- 
tion for the street cars. Their card, 
given herewith, is very strong as to dis- 
play, and the lettering is very readable. 


Some of the best street car cards that 
have come out lately are those of the 
Cleveland Baking Powder Co. They 
are very well done, appetizing, and well 
calculated to keep Cleveland’s Baking 
Powder ‘‘in remembrance."’ ‘heir 
excellence is self-evident. 


All this is well enough, and yet there 
is a way by which a baking powder™ 
may be advertised that will bring it 
into such prominence as to put it head 
and shoulders over all other baking 
powders in the market. The method 

—one that will apply to the newspapers 
as well as the street cars, and the one 
condition that goods are, if possible, 
superior to all others, or at least their 
equal. 

It is not every printgr who is in the 
position todo the besf work in printing 
street car cards. Not every printer 
has the large size types or the variety 
of large types that is wanted to do the 
work for a number of progressive, crit- 
ical advertisers. 

We now have a lithographing and 
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printing establishment using the street 
cars as a medium to push their business. 

The Mortimer L. Williams Co., of 
this city, is the house. They make a 
specialty of producing street car cards, 
as the reproduction of one of their 
car cards indicates. 


We Designed the mest sxxcesshd Car Care 
ever wed 

We Make 7) of i the Car Carte want Gareugy- 
out ated Sutes 


Mortimer L:-Williams Co, 


PRINTERS and 
APTERS 


LITHOGR 
wo tw up to-date 
Adveruser tT 

They not only do all the printing and 
lithographing for Geo. Kissam & Com- 
PANY’S cars, but number among their 
patrons a majority of the leading ad- 
vertisers throughout the United States, 

While they makea specialty of street 
car cards they do not confine them- 
selves to them, as they combine a gen- 
eral lithographic and printing piant for 
the production of strictly high-grade 
work and designs for the ‘‘ up-to-date 
advertiser.” 

But it’s good advertising, and one 
proof of it is that he gets this free no- 
tice, which will probably bring him in 


83 Wikam Street 
Oe Soren my 


Tetepmome BN) Carina 





some more street car cards to print. 

‘*Take me when I’m in the humor” 
is a good motto which explains the 
value of street car advertising. 

Street car advertising owes much of 
its success to the fact that it appeals to 
the shoppers on their way to do shop- 
ping. 

See the crowds of women that get 
out of the cars in the shopping district 
in any city. See the crowds that get 
in, and then tell me that street car ad- 
vertising doesn’t appeal to the shopper. 

Why, the street car is a regular per- 
ambulating, or rather flying, directory ; 
automatic, always open for reference, 
lending its information to all who ride 
in it and just when they need it most. 

And as such it is well appreciated, 
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A JOURNAL FOR ADVERTISERS. 


Issued every Wednesday. Ten cents a —. 
moeepuicn eo % S in ad 


m and views of the city. 


ny | 

oe : one has 
b ry r is stopped 
expiration of the time paid for or. 


Oscar Herzperc, Managing Editor. 
Peter oe, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Streer, 
Lonpon Acent, F. W. Sears, 108 Fleet St. 
Cwicaco, Bennam & InGRanam, 315 Dearborn St. 


NEW YORK, FEBRUARY 10, 1897. 


ceivi 
= 
at the 











PEOPLE have very littie time to read 
small type, and when it concerns an- 
ether man’s business it lacks interest 
for them except in rare instances. 

—_— 


THE Milwaukee Zvening I isconsin 
carries an aggregate of book advertise- 
ments which far exceeds the total con- 
tained in any other daily in its section. 


No one should think of advertising 
unless he himself has thorough confi- 
dence in the article he proposes to 

ow! This bo poor me ought to be 
reasons, for many a 

= ne oa been sunk imtrying to force 
a market for an article in which no one 


but its prejudiced owner could dis- 
THE art of putting things is 


cover merit. 

Te- 
eminently the art that makes the fort. 
une of the advertiser. It is the art 
that draws the multitude as by invis- 
ible bands to crowd one upon another 
in certain establishments, while, within 
a stone’s throw, goods of the same 
class and quality remain unsought and 
unsold, ri wk otherwise a—* in- 
viting and reliable.—2. F. Bis 


SNEERING at advertising is common 
time. Butis it right ?—Yohn Wanamaker. 

The Chautauguan, a very good mag- 
azine by the way, pages. its advertise- 
ments so that in binding these must 
be included or there will be a break— 
and this is right. The advertisements 
are far from being the least interesting 
portion of magazines. o would 
not give them preference over the 


poetry—as it runs? 
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‘* MINNEAPOLIS Through a Camera 
1857-1896,” is the name of a hand- 
some publication gotten out by the 
Minneapolis (Minn.) Board of Trad 
full of half-tone engravings of notabl: 
Copies are 
supplied at half a dollar apiec 
Boards of Trade in other cities w! 
contemplate a similar publication wi 
no doubt find this one full of sugge 
tions. 


ONE member of the American News- 
paper Publishers’ Association, wh« 
consulted about allowing the proposed 
conference of the editors of the Ameri- 
can Newspaper Directory at the an- 
nual meeting of his association, with a 
view of getting at a perfected method 
of learning and stating newspaper cir- 
culations, remarked, smilingly, that 
one might just as reasonably expect a 
vote in a convention of eels.m favor of 
perfecting a method of being skinned 
for the frying pan and other domestic 
uses. 


THE one hundred and sixty members 
of the American Newspaper Publish- 
ers’ Association are divided into two 
classes. The first is made up of those 
publishers who want to have thei 
circulations known; the second, 
those who do not. Which class is i 
the majority is a little difficult to say. 
They are pretty evenly divided, Thos 
who wish to have their circulatior 
known favor a conference with th: 
publishers of the American Newspaper 
Directory for the purpose of perfecting 
its plan of publication. It is fron 
among the other sort that objections 
to the conference are to be looked for, 
if at all. 


ConTRARY to all precedent, the edi- 
tor of the American Newspaper 1)i- 
rectory is this year sending a gall: 
proof to every newspaper publisher 
that part of the Directory for 1897 
(the twenty-ninth annual issue) where- 
in his own paper.is described. If an) 


s- change in the description is requisi 


it is the publisher’s privilege to note 
the necessary correction upon thie 
proof and return it to the Directory 
office in an addressed envelope fur- 
nished him for the purpose. 1 
forms of the Directory for all Stat 
east of the Rocky Mountains are in- 
tended to be put to press within twen- 
ty-one days after the date of mailing 
last proofs, 
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A GENTLEMAN who visited Secretary 
Bryant, of the American Newspaper 
Publishers’ Association, in the interest 
f PrinTers’ INK, learned that four 
embers of the association had been 
eard from who favored the conference 
isked by the publishers of the Ameri- 
in Newspaper Directory at the an- 
ual meeting of the association in New 
York City, February 17th, 18th and 
1oth. Mr. Bryant had heard from sev- 
ral other members on the subject, but 
ly four had favored the conference. 


[HE Philadelphia Press printed in 
vertisements during the year 1896, 
14,2344 columns. During the year 
1895, 13,432 columns, Gain, 4 
jumns. The Press printed during 
1e year 1896, 372,104 separate paid 
vertisements. During the year 1895, 
358,278 separate paid advertisements. 
Gain, 13,826 ads, and 1895 was the 
st year in the history of the Press 
previous to 1896. The number of 
pies of the daily Press sold and paid 
for each day, exclusive of returns, 
amaged copies or exchanges, was 15 
per cent greater during 1896 than in 
1895. The average circulation for the 
est month in 1896 was 70,756. The 
irculation of the Sunday Press was, 
ich Sunday, 16 3-10 percent greater 
n 1896 than in 1895. The greatest 
number of copies printed on any one 
Sunday in 1896 was 165,100, and the 
verage circulation of the best month 


vas 157,490. 
To THE 150 communications ad 
ressed to the 160; members of the 
\merican Newspaper Publishers’ As- 
iation, asking a conference with the 
vembers of that Association at their 
nnual meeting in New York, Feb- 
ary 17, 18 and 19, replies favo¥ing 
e conference have been received 
from four. There are two sides to the 
iestion. If an association of newspa 
r publishers agree upon a plan for 
e compilation of a newspaper direct- 
ry then a directory published on that 
in could be said to have their ap- 
oval, and the association would be 
terred from kicking against the op- 
ration of a ge yal their own making. 
he majority of pubiishers, however, 
n't want anything of the sort. What 
its the average newspaper man is 
assert, on his own responsibility, 
my circulation is so and so,” and 
en convey the inference or state con- 
fidentially that all the other newspaper 
publishers in his neighborhood areliars. 


802! 


INK, 
IN CINCINNATI. 


In Cincinnati the English dailies are 
Commercial Tribune, E nguirer, Post 
and 7imes-Star. The Commercial 
7ribune and the Enguirer are issued 
in the morning, while the Post and the 
7imes- Star are evening papers. The 
Enquirer is still sold for five cents. 
rhree cents is the price for the Com- 
mercial Tribune. The Postand 7imes- 
Star are one cent papers. The 7tmes- 
Star at present issues fully 75,000copies 
a day, which is a great circulation, and 
probably half its sales are within the 
city limits. The correctness of its cir- 
culation claims is not seriously ques- 
tioned. The /’ost issues more than 
twice as many copies as the 7imes- 
Star and sells 80,000 copies in Cincin- 
nati alone. It sends into Kentucky 
about 4,000, into Indiana about 10,000, 
into West Virginia fully 12,000, angl 
over §0,000 daily into the State of 
Ohio outside the city of Cincinnati. It 
is said that in East Tennessee the 
Cincinnati /s¢is the only daily that 
gets a footing, and that it has a pecul- 
iarly strong hold on the peuple there. 
‘* It’s their Bible,’’ one man said. 

Nobody questions the Pos?’s claim to 
a sale exceeding that of all the other 
English dailies, morning and evening, 
and it would appear that the 7imes- 
Star might truthfully assert to have a 
larger issue than all the other English 
Cincinnati dailies save one. The /ost 
then prints two-fourths of the English 
papers sold, the 7imes-Star prints one- 
fourth, and the £xguirer and Commer- 
cial Tribune divide the other fourth 
between them. 

There is not much rivalry between 
the two morning papers. They are as 
dissimilar as Satan and Mr. McKinley. 
The Lngutrer enjoys the greatest pres- 
tige and the Commercial Tribune sells 
at a lower price. Each claims to out- 
number the other in city sales. PRINT- 
ERS’ INK’s representative, when in the 
city, thought the race between them 
somewhat like that of the dog who 
pursued the fox reported upon in child- 
hood days by the Vermont farmer, who 
thought the dog ‘‘ just a leetle ahead.” 
The Cincinnati Zaguirer has one of the 
best distributed news-stand circulations 
in America. It is probably not exceeded 
in this respect by any daily published 
outside of New York. In hotels it is 
everywhere and sells well. Its high 
price assures a living profit, and as un- 
sold copies are returnable there is no 
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loss to the dealers, who, in many 
places, take no pains to disguise the 
disgust they feel toward the one-cent 
dailies of Chicago and St. Louis. The 
Enquirer's supposed reputation for a 
great circulation rests largely on its 
Sunday edition, of which it probably 
sells in the neighborhood of a hundred 
thousand copies. Its ordinary daily 
sale in Cincinnati is probably less than 
7,000 copies, but on Sunday pretty 
much everybody reads it, and the 
newsboys handle from 25,000 to 30,000 
copies. The Commercial Tribune's 
sales in the city probably reach 6,000 
daily. ‘These two probably make upa 
total daily output for the six week-days 
of between 40,000 and 50,000 copies in 
all, more than half of their editions 
being disposed of outside of the city. 

The morning newspaper field in Cin- 
cinnati lies fallow, and its productive- 
ness is not helped very much by the 
gradual extension in the public mind of 
the fact that Cleveland is now the larg- 
est city in the Buckeye State. 


cechendenlliiniewateanss 

THE January number of Zippincott's 
Magazine contains a quarter-page ad- 
vertisement of one Edmund S. Mor- 
gan, of Jackson’s Mills, N. J., solicit- 
ing literary work. The appeal is in 
what was apparently intended to be 
verse, and reads: 

WHAT I WRITE. 
Monologues, dialogues, serious and gay, 
Comedies, tragedies and serie-comic plays ; 
Sonnets on sweet bonnets, and lovely triolets 


as well, 

Madrigals and gay verse. In fact, anything 
to sell. 

Ads as well as adlets that will always hit 
the nail, 

“Readers” that encompass for your goods 
a certain sale. 

Books as well as pamphlets, with a facile, 
tireless quill, 

Dodgers and big posters, that really DO fill 

; the bill. 


Epigrams and anagrams to suit the public 
taste; 

Anything and everything, but I never write 
in haste. 

My ideas to YOUR ideas—or just the other 


way, 

For mutual satisfaction, at night or by day, 

In every kind of weather and any kind of 
time, 

Whenever ordered—YOUR INTERESTS 
ARE ALWAYS MINE. 

Pshaw! Why continue to enumerate all | 


write. 
That is sufficient. 

MAY WRITE. 

The ‘Little Schoolmaster’’ sur- 
mises that whatever may be the abili- 
ties of Mr. Morgan in other lines of 
literary labor, his poetic talent would 
hardly make him a formidable com- 
petitor to Swinburne or Kipling. 


If you need me—YOU 
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CREDIT WRONGFULLY WITH- 
HELD. 


Cuares Austin BaAtEs, 
Vanderbilt Building. 
Plans, Advice, Writing and Illustrating 
for Advertisers. 
New York, January 28, 1897. } 
Publishers Printers’ Ink: 

I notice in your issue of January 27th that 
you reproduce an article of mine on ** Hous: 
to House Work,” printed in Biliboard Ad 
vertising. lt is apparently credited as ar 
editorial from Billboard Advertising, and 
) aes does not give credit where credit is 

ue. 

I feel highly complimented that 
reproduce the article, but I would 
about it if my name was tacked on. 

About a month ago, I think, another one of 
my articles was reprinted from the same 
source in the same way. Very truly yours, 

CHARLES AUSTIN * emmy 


‘ou should 
happier 


On receipt of the above communica- 
tion PRINTERS’ INK interviewed Mr. 








Bates with the hope of arriving at some 
plan by which his articles might be 
neatly tagged, so as to be recognized 
on occasion, and Mr, Bates thereupon 
produced the above as an example of 
what he thought would answer the 
purpose, although, perhaps, failing to 
make him quite so conspicuous as his 
merits would warrant, 
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tS Aedes: tdiin masta ia 


¢ 
a 

to offer 
¢ booklets, novelties, catalogues. 


tions to the Editor of Printers’ Ink 
—BBBBA BALD LL 


An interesting booklet is at hand 
which is issued by John H. Grave, 
No. 126-130 West Santa Clara st., 
San Jose, Cal., in the interest of his 
whiskies. It is an interesting booklet 
1 spite of its labored phraseology and 
repetitions. There is too much intro- 
duction to it, and the introduction is 
worded in a clumsy and constantly re- 
peating manner. When the booklet 
gets down to business it is very inter- 
esting to any one who wants to knew 
unything about whisky, and, of 
course, it is only addressed to that 


class : 


THE PROCESS OF MANUFACTURE 
OF STRAIGHT KENTUCKY 
WHISKIES. 
We offer herewith as interesting matter to 
the consumers of whisky the following facts 
neerning its manufacture. In brief, we 
wish to add that we speak whereof we know. 
Many years of experience in Kentucky dis- 
eries, and in the United States Internal 
= venue Service in the sth district of Ken- 
icky, warrant this assertion. 
The manufacture of whisky can best be 
described by tracing the progress of the 
rain through the distillery. The grain in 
“Sour Mash ” distilleries consists of about 
86 per cent corn, 7 per cent barley malt and 
7 per cent rye, the proportions varying in 
different establishments. 
The grain is first ground into meal and the 
rn meal * Smashed,” z. e., scalded in tubs, 
ne bushel at a time, with “ spent beer ” 
boiling hot from a previous distillation. 
After twenty-four hours the scalded meal be- 
mes a mass of thick mush, slightly sour, 
and now known as “ Mash 
he barley malt meal and the rye meal are 
now distributed in each of the tubs of mash ; 
the mash is then dumped into the fermenting 
vats, water added to the extent of 60 gallo 
for each bushel of grain and yeast added to 
assist the fermentation. 
The grain is now known as “ beer,’’ and at 
the end of three days, being sufficie ntly fer 
ented, is pumped into the “ beer still”’ for 
listillagion. 
Che beer is here boiled and the vapor ris 
g passes through a coil immersed in col! 
ater. This condenses the vapor into what 
known as “* Singlings,”’ a liquid about half 
stren th of ** proof ” whisky. 
These * Singlings’ ’ are now run into the 
‘Doubler,”” a copper poiler, under which 
S are lighted and * Singlings ’’ again 
ed into vapor. This. vapor passes through 
other pipe immersed in cold water and 
ndenses into the subject of this pamphlet— 
WHISKY. 
* 
*% 


The following communication has 
been received from John F. Phillips, an 


ADVERTISING FOR RETAILERS. 


Advertisers every where are invited to send matter for criticism ; to propound problems and 
r suggestions for the promotion of better advertising. Se’ nd ne wspaper ads, circulars, 
Tell your advertising troubles 
Little Schoolmaster in the Art of Adve rtising) can lighten them. 


perhaps PRINTERS’ INK (The 
Address all communica- 


BPP Fr 


advertisement writer in Youngstown 
Ohio. Here is the communication : 
Editor Printers’ Ink: 

In glancing over a copy of the Lonaconing 
(Md.) Star 1 noticed the inclosed advertise- 
ment. You will agree with me, I think, that 
for uniqueness and variety of portrayal the 
ad is “ fearfully and wonderfully made.’ 

Jo you consider it good advertising “a 

Of course, prices are not quoted. Yours 
truly, Joun F, Paicuies. 
This is the ad Mr. P hillips refersto : 


Undertaking < a Specialty. 


I have no competitor in the undertaking 
line. My diplomas and flattering testimo- 
nials, together with my long, practical experi- 
ence, are guarantees of 

PROTECTION AGAINST FRAUD. 

The very best attention given to this class 
of work 

I have . always on hand the latest things in 
Caskets, Trimmings and Undertaking Sup- 
plies, and all orders are promptly filled. 

Thanking my friends for past patronage, 
and soliciting a continuance, I am, very re- 
spectfully yours, 

A. EICHHORN, 

Tue Furniture Kine, 

It is so humorous that it needs no 
comment whatever. It merely illus- 
trates how difficult the undertaking 
business is to advertise and how care- 
fully every undertaker should go about 
it. 


LONACONING, 


Mp. 


* & 
* 


The Schipper Shopper, of Schipper 
& Block, Peoria, Ill., is one of the 
best commercial magazines which has 
recently come to our notice. It might 
be printed on a little better paper, but 
the typography is excellent. Thecover 
is a very artistic thing—in the style of 
the poster. The illustrations through- 
out are of a very superior order. This 
monthly is not so obviously an adver- 
tisement as most of the publications 
gotten out by business firms in their 
own interests. The number at hand 
has several poems, a symposium of 
Santa Claus letters, a department of 
book chat, a department entitled ‘‘With 
the Editor,” and talks about petticoats 
and babies’ white goods, also a depart- 
ment of questions and answers called 
Entre Nous. 

Schipper & Block advertise their 
goods by the means of small ads scat- 
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tered through the magazine, and ex- 
tremely well displayed. We reproduce 
a few of them: 


We Have Them. 


Friedlander, Brady & Co.’s “ Seamless ”’ 
goods, here are wristers, and leggings, 
and mittens, and gloves—warm wear for win- 
terweather. All seamless. The prices do not 
seem less. They are less than you would pay 
other wheres. 

SCHIPPER & BLOCK. 


The Desert 
Crowns the Feast. 


—just as the sideboard finishes the effect of 
the dining-room. The best sideboards don’t 
cost as much here as elsewhere, and we have 
cheap ones for $5. Some of our best lines 
are made by the Sligh Furniture Company. 
SCHIPPER & BLOCK 
Furniture Company. 








Meusswives’ 
Sale of Table Linens. 


It comes as regularly as the month of Jan- 
uary—our sale of fine linens and towels. 
Peoria housewives depend upon it to replenish 
their linen stock. You are not concerned as 
to the honesty of the linen-seller—it is the 
honesty of the linens that makes your in- 
vestment good or bad. Some very honest 
sellers of _ don’t know linens; some 
other sellers of linens do not care very much 
—and so it comes that Schipper & Block's 
is the only linen store in Peoria where linens 
are absolutely pure linen, with no exceptions. 
That and the fair prices asked account for 
the linen-selling that centers here. 


SCHIPPER & BLOCK. 
The sale commences January 18. 





The Frame 


Around the Picture 


has a good deal to do with it. 
We have a good deal to do 
with good frames. You fur- 
nish the picture, we do the 
rest—or we can furnish the 


picture if you wish. By the 
way, we use Reuhl’s Mould- 
ings. They’re about as good 
as can be 


SCHIPPER & BLOCK. 


“STOCKING TALK.” 


Long ago gran "ma used to knit them. 
Regiments d's ran’mas couldn’t do it now. 
It takes too many, and gran’mas are so 
scarce. Even the mills have to work fast to 
keep up with the demand for good fast black 
hose. There is one mill in Germany which 
makes very good hose, indeed. This is the 
“Onyx — Guaranteed Stainless,” of real 
maco a » with high spliced heel. Every- 
body likes it. Have you ever tried it? Ask 
your dealer for it. 
*,* 

Printers’ INK is getting to be 

nown in Melbourne, Australia. A 








PRINTERS’ INK. 


letter has just been received from W 
N. Dewar, who is connected with the 
Citizens’ Life Insurance Co., Limited 
of that city. We want to thank M: 
Dewar for his commendation of Prin 
ERS’ INK. His suggestion will be {: 
lowed up. 

Dear Str—A copy of Printers’ Ink, d 
ed sth August last, has been handed to me 
an American firm of printers in this « 
(Messrs. Miller & Woods), and it has 
curred to me that a criticism from such an « 
pert as yourself on the merits of some of 1 
advertising ideas I have in vogue would be 
considerable value. I therefore have m 
pleasure in inviting your criticism. 

Printers’ Ink appears to me to be a uni 
and valuable paper, and I have asked 
Spectator Company to arrange for my na 
being placed on the list of regular subscr 
ers. 

Thanking you in anticipation, I am, y: 
rs (Signed) W. N. Dewa 

P. S.—Melbourne is a city of 500,00 
habitants, Your paper ought to take » 
ere. W.N.D 

The matter he sent for criticism 
good life insurance advertising. T 
company he represents works on t 
industrial plan, and presents its arg 
ments in plain, straightforward la 
guage, addressed to workingmen a 
men drawing small salaries. All th 
matter is very neatly printed. 

‘* Staff Record ’’ is issued weekly at t! 
headquarters of this company, and 
sent to the superintendents and agen 
to instruct them concerning all occur- 
rences in the business and instructin 
them how to advertise. 

* * 
* 

The Guarantee Clothing Co., of © 
Hundred and Twenty-seventh st: 
and Third avenue, New York, h 
sent an exhaustive catalogue of Chr 
mas goods to be criticised. As ap 
list of the goods which they hand! 
is rather an imposing specimen. | 
very completely illustrated, there bh: 
on an average a half dozen cuts t 
page. If this catalogue was use: 
influence mail orders it must | 
brought business, and was consequ 
ly good advertising. If it was use 
send to city patrons it was proba! 
waste of money. A much smaller lx 
let, drawing the attention of the cus- 
tomer in a general way to the advar 
tages of shopping at the Guarar 
Clothing Co., would have been suffi 
for city trade. City customers < 
need ‘‘ Hints to Purchasers,” as | 
catalogue is entitled. They go out and 
do their shopping. They look and <e- 
cide. They decide at the store, not 
before. 

The appearance of this price list — 
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for that is all it really is—is none too | 
neat. The paper is ordinary and the| 
kinds of type used are entirely too | 
many. It looks as if it was gotten up 

by a small job printing establishment 

which had only a very limited amount | 
of each kind of display type and that | 
they had used their whole stock to set | 
up this one catalogue. Of course this | 
is merely a supposition, but it is justi- | 
fiable on account of the appearance of | 
the price list. 

These points would undoubtedly de- | 
tract from the attractiveness of any ad- 
vertising matter sent to city people, but 
if this price list was mailed to persons 
outside of the city to induce them to 
send mail orders, its rambling appear- 
ance would not work against its 
effectiveness. 


** 

C. A. Knepper, on the staff of the| 
Elwood Cail Leader, asks us to criticise 
an ad which he has written for the El- 
wood Pharmacy. There is nothing 
remarkable about this drug ad, but it 
is full of straight drug talk, and is 
therefore a good ad. It ought to have 
brought business. It is very well set | 
up and is divided into sections, each 
section covering a certain specialty of 
the Elwood Pharmacy. We reproduce 
one of these sections to show what Mr. | 
Knepper has done in the way of ad-: 


writing : 
| 
} 





PURE DRUGS 


Are what your physician counts 
on when he writes your prescrip- 
tion, and you do not get the ben- 
efit of his skill if drugs are not 
pure. We guarantee ours. 


ELWOOD PHARMACY. 





* # 
* 


READY-MADE ADS. 


1 do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
given to the author when he is known. Contri 
butions of bright ads are solicited. The name 
and address of the writer wil! ve printed, if he | 
wishes it to be.—Ep P. I. 





For a Furniture Store. 


It Pays 


to tell a customer exactly what he’s 
buying. In Upholgf@red Furniture he doesn’t 
want to pay tos hair, and when it’s ripped 
pen find it moss. Neither will he thank a| 
firm for employing salesmen who know no 
more about the construction of the goods 
than he does himself. Our upholstered fur- 
niture department is in the hands of one who 
an duplicate any piece of goods we show, 
ind the benefit of his experience cannot fail 
to be to your advantage. 





For a General Store. 


The Claims 
of Our Store 


Upon your interests are manifold. In 
every way possible we try to make it a profit- 
able and charming place for the women of 
this community and vicinage to do their 
shopping in. No convenience, no comfort, 
no ps eel that might tend to make your 
visit beneath our roof pleasant has ord 
slighted. Our aim is to anticipate your 
every reasonable need. How well we have 
succeeded in the past, we leave for you to 
say. If a great and constantly growing 
trade be evidence of public appreciation, we 
are amply satisfied with your returns for the 
efforts we made in your behalf. 





For a Grocery. 


“'There’s Pleasure 
and Satisfaction ” 


Said a lady to another lady friend, “in 
trading at It's a place where quality 
is not sacrificed for cheapness. Then you 
can find here always just such things in 
Fancy Groceries, it seems to me, as you're 
wanting most—in Canned Goods, in Pickles, 
Jams, Jellies, in Dried Fruits, in Soups and 
in fact all sorts of Table Delicacies. And 
such Bread and Pastry! Why, I never bake 
a thing because I can get my Bread, Rolls, 
Buns, Pies, Cakes and Cookies just as good 
and fresh at——”’ 


For a Clothing Store. 


To Men. 


Too many was the only fault of the kersey 
overcoats yesterday marked down from $25 
to $15—the mild weather upset our calcula- 
tions. 

In all , no matter what price you pay, 
a handsomer, better kersey overcoat cannot 
be found. 

Some of all sizes still remain ; a few youths’ 
as well—16, 17 and 18 years. 


To Mothers. 


lf one’s foresight was only as good as 
one’s hindsight, how differently we all would 
act. 

Two weeks after Christmas if the crippled 
toy could be made whole, then exchanged for 
a suit or overcoat, how eagerly you would do 
it. 
Boys’ suits and overcoats at toy prices. 





For a Shoe Store. 


SHOE NEWS. 


Our buyers are now East. But a short 
time remains for us to clean up the remnants 
of winter footwear. Every pair must go, 
and the prices will move them. We have no 
use for winter shoes and winter styles next 
summer. Their place on our shelves must 
be had for spring goods and spring styles. 
We also ae the room, as the store will be 
remodeled and refitted for spring. This is 
your chance to save money, 





: 
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BOOK BOOMING IN BRITAIN. 


Some interesting facts and figures 
about the advertising of books have 
been published by J. Shaylor, of the 
London house of Simpkin, Marshall 
& Co. He says that advertising is, 
next to the bookseller, the most impor- 
tant factor in the sale of books. In 
England publishers spend larger sums 
in advertising than in any other coun- 
try in the world, some, indeed, spend- 
ing thousands of pounds annually in 
trying to make their books sell. A 
case is reported in which an author 
spent over £200 in advertising his book, 
but even this did not result in the sale 
of a single copy. On the other hand, 
only £10 was expended on a popular 
3s. 6d. book upon publication, and 
within twelve months nearly 80,000 
copies were disposed of. This would 
seem to show that no amount of ad- 
vertising will make a bad book popular 
beyond the author’s circle of friends 





and admirers, while a good book will 
make its way with little advertising, 
without friends, and often in the face 
of adverse criticisms.—National Ad- 
vertiser, New York. 


WHAT HE’S CALLED. 

The manufacturer who advertises in every 
irresponsible fake scheme that is presented, 
and in every programme, price list and what 
not that is placed before him, is what is pop 
ularly known as “a good thing,” “ an easy 
mark,”’ ** an angel,”’ and by other expressiv« 
though slangy appellations. He wastes in 
the course of the year enough money in th« 
ag regate to pay for a page in a good, reli 
able weekly trade paper, which would bring 
him practical results and build up his busi 
ness, while the other ventures are of no ben 
efit whatever, and cause him to be laughed 
at by well-posted competitors and advertis 
ing experts.—/nterstate Grocer. 


> —_—_— 
THE PRESENT TENDENCY. 

The tendency in advertising is toward th« 
very large and striking or the small and 
unique. There seems to be a justifiable 
horror of the middle ground where an adver 
tisement is neither large enough to be pow 
erful nor keen enough to be penetrating. 
The Furniture News. 


ONE INCLUDES THE OTHER. 


Business Man—What is LIFE? 
News Man—Five dollars a year. 


B. M.—That’s all Printers’ INK costs. 


N. M.—Yes. 


B. M.—And Printers’ INK has Life in it. 





PRINTERS’ INK. 


A WOMAN’S OPINIONS, 
By Edith R. Gerry. 

I am a woman, so is my mother, so 
are my women friends; therefore, I 
think I may conscientiously and firmly 
say that I know woman better—far bet- 
ter—than the man who tries to slip 
into the shoes of womanhood, and there 
egotistically endeavor to dissect the 
delicate mechanism of the fair sex. 

As to advertising, there is mighty 
little buying in the world ‘‘ without a 
woman in it.’’ She superintends the 
buying of the edibles, the furniture, 
the greater part of the clothing, and 
almost every man is in some way at- 
tached to a woman who influences his 
purchasing. 

The modern advertiser should study 
women. His most valuabie advertis- 
ing will be the good his women cus- 
tomers will say of him. Every woman 
who enters his store will prove either a 
good or bad advertisement. He will 
discover that the average shopper starts 
her day by looking at the advertising 
in the paper. She will not read an ad 
which is not readable. It must be 
daintily and plainly served, or the effect 
will be lost. I have heard numberless 
women declare that they hadn’t time to 
‘*wade through an ad jumbled up with 
big letters” (wade is the very expres- 
sion), though their lack of time may be 
explained by the fact that they are 
presently to depart on a shopping tour. 

The average maid or matron is not 
seriously affected by fairy tales, even 
though she may read them. She is in 
the habit of baiting’ hooks herself, and 
understands the business. You may 
start your ad with verbal hand-made 
lace, five yards deep, ornamented with 
tassels and fringe. It makes no differ- 
ence to her. She doesn’t care why you 
reduce prices or from what half-starved 
bargain factory you purchase your bar- 
gains. The main question with her is: 
Are the goods good—are the prices 
low? The price will draw her to the 
store—the goods themselves determine 
their purchase. You cannot deceive a 
woman. Even the humblest is gifted 
with a sixth sense, quality measure. 
Your ad may state that you are selling 
g-cent all-wogWdress goods; it may 
contain elaborate reasons for so doing. 
After looking at the goods, if it is not 
so, she will look you straight in the 
eye and walk away with a bad impres- 
sion in the depths of her heart and a 
solid resolution to warn her friends, 
She will not hesitate to say you dye 
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your last year’s goods and weave jute 
in your so-called all-silk goods. 

Ads straight to the point, strong, 
crisp and bright, with prices and de- 
scriptions, if possible, draw like a mag- 
net. Brightness is first rate, but it 
must cover something solid. Better be 
dull and honest than sparklingly and 
frothily dishonest. Sticky word pict- 
ures are very good things. If youcan 
describe a piece of furniture or a piano 
so that the reader may actually see it 
brightening her home, that description 
will follow her about and persistently 
intrude itself, until finally her hus- 
band sighs, opens his purse, and the 
merchant chuckles to himself, ** Ad- 
vertising does pay.”’ Vanity is always 
a very good mark at which to shoot. 
If advertising wearables, always touch 
on the beauty-bringing power good 
clothes have. Every woman knows 
that beauty is not attractive unless 
stylishly clothed—a little touch on this 
subject will result in a sale. 

Women like neat, clean stores and 
pleasant clerks. They like to feel that 
they may tramp through a store with- 
out being watched and followed sus- 
piciously. No matter if your ad does 
say, ‘‘Stay as long as you like and go 
away without buying,” an insolent 
clerk, with flexible eyebrow and a weak- 
springed mouth, may easily suggest 
that he thinks you’re short of ready 
cash, and thus entirely undo the adver- 
tiser’s efforts. 

Bright, honest, truthful advertising 
will pay every time—if the store, the 
goods and the attendants back up the 
statements. 


NEWSPAPER 
1 


AND MAGAZINE NAMES 
LLUSTRATED. 


{ ART AMATEUR.” 
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THE DEPARTMENT STORE. 


The retail merchants of this and 
other great cities who do a small 
business on limited capital are just 
now filling the air with howls of im- 
potent rage over what they are pleased 
to term ‘‘the department store curse.” 
These smaller purveyors to the people 
may as well possess their souls in 

ace and prepare for the inevitable. 

hey will, sooner or later, be com- 
pelled to submit. The ‘‘ department 
store” has come to stay. It is the re- 
sult of evolution in the mercantile 
community; an effort to serve the 
public by the most approved and ex- 
peditious methods for the money ; a 
maximum of service for a minimum of 
cost. Instead of being a ‘‘ curse ” it is 
proving ablessing. A thrifty 
ouse-wife can now, under 
one roof, finish her shopping 
in one-half the time and save 
double the money on her pur- 
chases. Hitherto she had 
been compelled towalk miles, 
perhaps in the rain, and pay 
all sorts of fancy profits on 
the necessaries of life. All 
this has been changed for the 
better by the so-called depart- 
ment stores and the people 
have not been slow to appre- 
ciate the change in their in- 
terest. This is the age of 
concentration and combina- 
tion, a survival of the fitt@8r. 
Capital has concentrated and 
combined to purchase direct 
from the manufacturer or 
producer the finished prod- 
ucts demanded by the peo- 
pie. and these products are to 

sold directly to the people 
without the intervention and 
profit-sharing of a jobber or 
distributing agent. This is 
the secret of lower prices to 
the consuming public and 
that public demands the con- 
tinued existence and further 
extension of the great depart- 
ment store. What the people 
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conserving the interests of ‘‘the 


masses,” — St. Louis Mirror. 
———_+or—_——_ 
NEVER SAY ‘‘JUST AS GOOD.” 
If a man wants to buy something 
you haven’t got, tell him frankly you 
haven’t got it, and also tell him wher: 
he can get it, if you know. Don't 
spring the ‘‘something just as good’ 
on him, and urge him to buy it. Ever 
if it be just as good, he will have hi 
doubts about it and always feel that h 
didn’t get the best. It’s all right 
enough to tell him what you have, 
what its qualities are, and why it’s a 
ey thing. But stop there, and let 
him do his own choosing. Don’t urge 


him to buy on the ‘just as good 
plan.—Brains, New York. 





demand they will have. Their 
will is law and upon that law, 
which is a solid foundation, 
is built the great business 
bazaars of to-day. Instead 
of elimination of department 
stores from the mercantile 
community there will be 
propagation and a greater 
effort toward perfection in 


PRINTERS’ INK does not undertake to say 
whether this ad is a good one or not. The point 
it is desired to make just at present is this 
Every Monarch Bicycle advertisement contains 
a picture of a lion. 
for the ad of any other bicycle. 
read the announcement or not, you know at a 
glance what it advertises. 
the features of a good advertisement. 


It can never be mistaken 
Whether you 


And that is one of 
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PAWN TICKET DEALER’S STORY. 
N. Y. limes, Fan. 28, 1897. 

A dealer in pawn tickets on the Bowery 
», within the last few months, has been 
attacked by burglars,” “‘ held up by high- 

yaymen,’’ “ scared by a bomb,” and “ clev- 
y robbed by a sneak thief,’’ went to Police 
adquarters yesterday and complained that 
e * Associated Syndicate News Company, 

34 Park Row,” had insulted him by sug- 

sting that he pay for a dozen “fake” 
ae s advertising his store. 

he police promised to investigate the mat- 

Re specting the outrages reported to 

e been perpetrated on the pawn ticket 

iler before, they did not bear the scrutiny 

f the police or the reporters who investigat- 

hem 

t was noon Tuesday when, as alleged, the 

dicate’s offer, neatly typewritten, and 
d** Alex. D. Russell, manager,”’ reached 
Bowery store. It said, among other 


vh 


WSs: 
‘[ will make a written or verbal contract 
furnish you with a series of twelve sensa- 
al and thrilling stories at $20 each, or 
for the twelve. For the first story I 
uld suggest that some night after I place 
namite, burglar tools, dark lanterns, 
, alongside the safe, and mutilate the 
ick door with an axe, to make it appear real, 
you should disturb the Holmes Electric Pro- 
tion Company’s alarm and return to bed. 
In two minutes the policemen will have ar- 
ve d, and, of course, you will be informed of 
dldest of bold attempts. While all this 
s ti ps an place I will be hurrying to the news- 
paper offices with the stories which will be 
written two or three hours beforehand. The 
afe at that time will contain about $30,000 
worth of diamonds and jewelry. Reporters 
n a few minutes will swarm the place, see 
the tools, ete. 

Other suggestions for stories inclosed with 
the original mention the loss of a three-thou- 
sand dollar diamond at some theater—the 
theater to share the cost of said story—an at- 
tack with real pistols by employees of the 

syndicate, and a marvelous rescue at the end 

f a dark pier by a plucky and beautiful girl. 

The pawn ticket dealer was shocked at the 

ymmunication, and he said when Mr. Rus- 
sell called for his decision he told him he 

ught to be ashamed of himself. Then, after 
Mr. Russell had departed almost in tears, he 
hastened to Mulberry street to see what could 
be done, not in the way of advertising, of 
course. 
- 

THE COUNTRY WEEKLY. « 
There is not, and there probably never will 
e, a perfect substitute for the country 
weekly. Its news may not always be of the 

freshest, but it is presented with an ampli- 
tude of detail that invests it with an interest 
inknown to the vicinity correspondence page 

f the average daily ; while its briefer para- 

graphs and its breezy columns of ** person- 
have a charm peculiarly their own. 
And as long as sociability, curiosity and 
sympathy distinguish the Coane character, 
just so long will i. gossipy country weekly 

yntinue to hold old-time place in the 
regard of the comn@inity which it serves as 
1 faithful chronicler of passing events.— 
Vewspaperdom. 


us 


TWICE ONE. 
First Author—Have you heard that our 
chum Smithers has married ? 
Second Author—Yes ; he wanted to double 
his circle of readers.—A tanta Opinion. 
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NEWSPAPER PAY IN LONDON. 


The 7imes will pay from 5 to ro guineas 
for an article contributed by a correspondent, 
and rather than lose a pots prsen considerably 
more. The rate on the other great London 
dailies is, as a rule, 2 guineas per column, the 
Daily Jelegraph, the Daily News, the 
Standard, the Daily Chronicle and the 
Morning Post all paying that sum. Amon 
the London evening newspapers, the Pad/ 
Mall Gazette holds pride of place for most 
munificently rewarding its contributors, 2 
mye per column being the usual rate, w hile 
or special articles a good deal moreis given 
The Lvening Standard, whose literary mat- 
ter is practically c« nfined to the entertaining 
essays that form the leading feature of its 
outside page, pays for them at the rate of 2 
guineas acolumn, The St. James Gazette at 
one time was said to pay as much as 3 guineas 
for an article; now the remuneration is a 
guinea and a half, while should the copy 
submitted be converted into a “leader,” 2 
guineas will be allowed. The at reviews 
—the Spectator, the Saturday Review, etc. 
—give as much as 5 guineas for accepted 
articles. One guinea per column is the rate 
throughout 77#-Bits, and quite ‘recently a 
special premium page has been instituted on 
which the remuneration is double the above, 
—Chambers’ Journa/. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


MICHIGAN. 


G ‘ G.PAND Ral RAPIDS DEMOCRAT covers ers Western 
J Michigan. 











MISSOURI. 


( 7 \OVERS the field St. Joseph HERALD —8,000d. 
8,000 8., 9,000 w. LA COS TE, New York. 


NEW YORK. 


Pj NeHamTON LEADER. 











ppeetanron LEADER, the tea table favorite. 





| INGHAMTON LEADER, leading afternoon 
paper and the favorite family medium. 


] INGHAMTON LEADER, the home paper, filled 
full of live local and general news ; no boiler 
plate, no fake fea tures, yut a legitimate paper 
ng the confi e of its constituency. 


Bimesartos LEADER, first-class penny 

afternoon paper. Most important daily in 

commanding the respect and confi- 

readers and advertisers alike, both at 

home andabroad. Ave circulation covering 

every issue 1896, Daily, 8,745; Weekly, 6,600. More 

SS weekly than ane the, one Binghamton 

klies combined. KWITH 

SPEC IAL AGENCY, gol , #4 ) Adver- 
tising, New York and Chicago. 


OHIO. 
I AYTON Mornive Times, Evenine News 
WEEKLY Times-News, ‘14,000 daily, 4,506 

La CC STE, New York. 


TEXAS. 


(jALVESTON TRIBUNE. 

















weekly. 


(j4LVESTON § TRIBUN NE, a m a mone ney ey winner. 


6 ALVESTON TRIBUNE, the most influential. 
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oe - g TRIBUNE, prosperous and 
Leads the afbvenoon m procession. ot 


GaLrRsTON 7 TRIBUNE makes money for it- 
and will make it for you. Thorough] pd 





PRINTERS’ INK. 


MOTOCYCLE. 
MOTOOTOLS, 1656 aekens k Block, Chicago 


GUARANTEED CIRCULATIONS.—The circula 
tion of the tollowing papers is teed by the 
the AMERICAN NEWSPAPER DIRECT 





= to LF with all modern 
A live paper for live people. 


GatERTON TRIBUNE, oeey copy oqeets. 


circulation 
in Texas. A dividend: 
by the brains and capieal ea of 
GAL. 4 el ZTRIBU 
ee pages, 
pos — (M4 the Tb oy 
id, Pres, has. Fowler, Vice Pres. 
Chase, Sec’. 
Clarence Ousley. Editor. 8. C. 
Agency, sole agents. 


WASHINGTON. 
GEATILE TIMES. 
we 
GEATILE TIMES is the best. 





raring meu, 


al : ; 
fo 2 roatee, 
ab Con Nv! oP. 


orge 
and Bus. Man.; 
kwith Special 














‘| ‘HE —— is the home paper of Seattle's 60,000 
eal le. 





S*4 afternoon daily, the Times, has 
ay 4 largest Seen of 4 any evening paper 


north of San 
CANADA. 
86.01 00 “a yt ~tg RL RATS Ad y Land 








Displayed Advertisements. 
50 cents a line; $100 @ page; 25 per cent 
extra for specified position—i/ granted. 
Must be handed in one week in advance. 


AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 








ory for 1896, who will PAY A REWARD OF $10 in 
each and every case where it be proved that 
the paper was not ees ty he rating accorded 
EIGHT-HOUR HERALD. Chicago, 17,370. 


MAINE. 
0.C ADVERTISER, Norway, Maine (local), 234 


The Evening 
~~ Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
14,362. 


Guaranteed by American Newspaper Directory 


‘FISHERS OF MEN” 


The shrewd advertiser who drops his 
‘mto the Jackson, Tenn., 


«- WHIG.. 


TT pe ay 








rina if 
p— be mi rn ard veritable Alex- 
— Samies: in its Lye ye y, Se 
inhabitants without. a , or a 
mummy. is a manufacturing 
ral and educational center and 
- 7 trading mart of 309,000 people 


snap, P push and cash. 

The HIG is the key to the situation. 

L, J. Brooxs, Prop’r, Jackson, Tenn. 
H. D. LA COSTE, 


EASTERN REPRESENTATIVE, 36 Park Row.N,Y. 
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DES MOINES 


THIS 


150 Nassau Street, 





eee ee ee 
a 
| 5, 0 | 9 Is the actual average paid circu- 


lation (sworn to) for every busi- 
ness day of the year 1896 of the 


DAILY NEWS 


First, a larger circulation than that of 
any other daily in Iowa. 
SECOND, a larger circulation than that of 
any two other dailies in Iowa. 
MEANS THIRD, that it would be hard for any three 
other dailies in the State to prove an av- 
erage aggregate circulation equal to that 
of the Des Moines Daily News, alone. 


EASTERN OFFICE, 


New York City. 
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The Circulation 


OF THE 


Send for sample copies of 
all the Albany, N.Y., papers. 


WILLIAMSPORT Compare them and you will 


(Pa.) readily see why 


Gazette THE ARGUS 
me B ul | lets n leads all others in circulation. 


/t is one of the largest news- 


CCCCCOROROREROCORRRGReReaete te 


Is guaranteed to be as represented : papers, and concededly the 


6,000 Daily, best newspaper published be- 


tween New York and Chicago. 
4,000 W ; . 
. eekly. Daily, Sunday and Semi- 


weekly. 


For rates AME 
and copies Send for rates and sample 

f th H. D. LaCoste, 
. “4 38 Park Row, 
a 34 eng THE ARGUS COMPANY 


address : =pEY 


copies. 
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MONTANA —» 


A FERTILE FIELD FOR ADVERTISERS. 


THE State of Montana is the most prosperous in the 
Union—its great Copper, Gold, Silver and Coal min- 
ing industries, coupled with the wool, cattle, agricultural 
and lumber interests, mgke it so. 

The newspaper that covers this great State, almost 
to the exclusion of any other, is 


The Anaconda Standard. 


It is issued in i2-page form daily; 16 pages 
Sunday and can be found in almost every home in 
Montaffa, Idaho, Eastern Washington and Northern 
Wyoming. 

EASTERN OFPICE: 
230-234 Temple Court, New York City. 
E. KATZ, AGENT. 
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a... WE STRIVE 


Advertising to develop our machinery 
Pay.... || constantly so it will be th 
exw mainstay of a man’s office in 
| producing profitable results 
THE {| To that end our Newspa- 
e || per Webs, the “New Mode!” 
Evening and the “Multipress,” t! 
| former printing from Stere 
| type Plates, the latter fron 
Jou rnal Flat Forms of Type, are th: 
| fastest, simplest and mos 
economical to operate on t! 
| market. Same is true of ou 
Was a daily visitor during 1806 Cylinders. The “Century” 
to no less than is in this respect a marvelou 
15, O35 Families machine! Invest money to 


make money. 


in the wealthy suburban popula- | : ; 
tion of Hudson County. Buy presses of us. 


The MEDIUM that reaches | Campbell Printing 
15,035 families must pay | Press &“wifg. Co. 


OF JERSEY CITY, N. J., 


advertisers. 6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


earn wlll 











‘+. DHE 


MORNING NEWS 


| Ts 


lished in Wilmington, a city of 


72,000 PEOPLE. 


It carries more advertising, local and foreign, 
than any other paper in Delaware. 

That shows that it brings returns, which are 
better than circulation statements. 

The advertiser wants returns, not figures. 


Is the only morning paper in Delaware. Pub- | 
§ 


THE NEWS PUBLISHING CO. 


Wilmington. _ Delaware. 
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An Honest 
Home Circulation 
Is the thing. 


Get on any Street Car, any afternoon in St. 


Louis, and you will find 


TWICE AS MANY 
PEOPLE READING 


the St. Louts Star 


As any other paper. 


YOUR OWN EYES will convince you that 


with “home” goers 


The STAR Leads. 
# 


For the key to these homes 


Ask EIKER, 


148 Tibune Building, New York City. 
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THE PLAIN TRUTH 


%, ang ALLTHES 
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Of the population in the Province 
of Quebec is composed of French- 








rops'iN> Ss 
AQ VeWSPAPESS 
“THE PLAIN TRUTH" 











speaking people. . 


THE MONTREAL 


«LA PRESSE” 


Has_a larger circulation than all 
other French Canadian papers com- 
bined. 


Largest daily circulation in Canada. 


over 52,000 


COPIES DAILY. 
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PRINTERS’ INK. 





v3 Che New York Even- 


sing Post seems to 

















w= have a stronger hold 


upon its advertisers now 
than ever before. It gets 
its rates every time, is less 
yielding in the matter of 
special positions than any 
other New York daily; 
but, nevertheless, it holds 
its advertising better than 
most, and as well as any. 


eH ee eH 


Extract from “How Many Copies,” 
by George P. Rowell, Printers’ Ink. 
The national authority on advertising. 
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PRINTERS’ INK. 


Y vw Se a a a a a en 


“ Many are called, 
But few are chosen.” 


THE . 
~— Syracuse 
Post = = 


is the “ chosen” representative of the 
good people of Central New York.» 


STRONG, 
VIGOROUS 
and CLEAN. 


No doubtful advertising admitted to its 
columns. Guaranteed paid circulation 
exceeding & % % wm ut 
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Indorsed by the Colleges, Churches, Schools, 
Merchants, Doctors, Manufacturers and | 
Business Men’s Association. #* % % % 

The Post sets the pace and heads the 


procession... % %* 

A, FRANK RICHARDSON, 
New York, Chicago. o, 
VAY AN 2 = = ee oe ee 
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In 
The Pockets 
Of Advertisers 


is the cash the publisher covets. In 
the pockets of advertisers are 
copies of 


PRINTERS’ 
INK. 


It is the pocket-piece of thousands. 
One week’s issue is carried till the 


HAMANN 


next one comes. It deals with the 
vital part of every business. Every 

word is read. The man who 

reads it is an advertiser and 

when he is reading it, his mind 

is ready for the reception of 

information about afvertis- 
ing. Do you know any 

thing that he ought 

to know ? 


Ut 


~ 
— 
a 
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Design and matter from CHARLEs AUSTIN Bates, Vanderbilt Building, N. Y. 
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A Jealous Competitor, 





Our ink trade has probably suffered the least of any by cheap shysters 
that have been victimizing consumers with inks whose sole attractiveness 
consisted in their low prices. Barnum used to say the public liked to be 
humbugged, and there can be no question but money expended in getting 
at the bottom of schemes such as have been exploited under the name of 
** Jonson” is well invested—tor the legitimate dealers who sell only honest 
goods, It is one thing to catch a man’s order once by means of alluring 
advertising, but it is better to treat him honorably and merit his con- 
tinued patronage. 





The above clipping was mailed to me anonymous- 
ly, and I am unable to learn in what paper it ap 
peared or the ink house that made such an assertion 
During the year 1896 I received 5,637 orders by, 
mail, and 6,032 orders came by messengers into my 
office and took the ink away with them, making the 
total number received 11,669. This is a showing | 
defy any of my competitors to equal, taking into 
consideration that I have no agents—only my ad- 
Vertisements—and that every order was accompanied 
by the cash, otherwise I would hold onto the ink. If | 
were not givimg value for the money my trade woul: 
very soon disappear and the sheriff's flag would hav. 
been flying from myewindow long ago. Who ever 
heard of News ink being sold at 4 cents a pound, or the 
finest Carmine at $2 a pound, until I started in the 
ink business in January, 1894? My competitors 
have all met my prices, and are giving credit, and 
Jonson is no longer the cheapest ink man in th 
country. However, my prices and terms remain the 
same, and I accept a %4-lb. order with as much courte- 
sy as I would a 500-lb. barrel. This has been th 
secret of my success. Do not believe the stories o! 
my jealous competitors, but send me a trial order 
and judge for yourself. Price list mailed on applica- 
tion. Address 


PRINTERS INK JONSON, 
8 Spruce St., New York. 
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22 Years 


of continuous success 


The Vickery & Hill List has been published 
for twenty-two years continuously. During 
all that period there has never been one year 
that the business has been conducted with a 
loss. Pretty good record, isn’t it? IT Has 
ALWAYS been kept to a HIGH STANDARD. IT 
HAS ALWAYS been SATISFACTORY to the sub- 
scribers and IT HAS ALWAYS been a source of 
profit to advertising patrons. From a very 
modest beginning it has grown to giant cir- 
culation and an advertising patronage aggre- 
gating last year but a trifle less than $200,000, 

It pays advertisers to be identified with 
successful mediums. “ee OE ae 


The Vickery & Hill List 


WILL MAKE MONEY FOR YOU IF 
YOU USE IT “WITH THE RIGHT 
KIND OF AN ADVERTISEMENT 


C. E. ELLG, 


MANAGER OF THE ADVERTISING, 


401-402-403 Temple Court Bidg., New York City. 


CHICK x0 OFFICE: BOSTON OFFICE: 
903-4 Boyce Building, 55 Equitable Building, 
W. J. Kennepy in charge. E. R. Graves in charge. 














PRINTERS’ 


INK, 


PRINTERS’ INK has often admired the pictures of pretty veiled girls which 
Messrs. S. Oppenheimer & Levy, New York, dealers in veilings, use to illus 


trate their trade announcements in the Dry Goods Economist. 
duction of one of these attractive faces is here given. 
to every masculine eye, while at the same time telling its story at a glance. 


THEATRICAL TRICKS, 
Henry E. Abbey appreciated the fact that 
one line of legitimate news matter is worth 


more to the advertiser than many lines of 
pm pe press agent’s work. Stosbiore, 

¢ used to encourage his advertising men to 
weave into their work odd incidents and 
facts of general interest which would make 
good readable matter. While he was pilot- 
ing Bernhardt, during one of her recent tours 
in this country, he decided that it would be a 
fine advertising scheme to have the actress 
take part in a deer hunt and shoot a buck. 
In Seattle he bought a deer which had been 
kept in a private park there for several years, 
and made elaborate arrangements to fix upa 
“hunt’”’ so that the great actress might bring 
down the quarry with her own trusty rifle. 
The deer was cornered in a secluded part of 


A reduced repro 
It makes a direct appea 


the park and the rifle was handed to Saral 
Before a shot was fired, the buck evident); 
scented danger, for he suddenly turne: 
cleared a ten-rail fence at a bound and struc 

out for the mountains. The “hunt” neve 
was written up.—/rank S. Pixley, in Chi 
cago limes-Herald. 


2.3" 
A BASTARD BOSTONIAN. 

In advertising journalism Printers’ Ins 
always claims all new comers as her babies 
The Ad-age would be proud, indeed, to ! 
considered a legitimate offspring of the‘ Lit 
tle Schoolmaster,”’ but this case is like the 


artful lady, who, on going to a lawyer to see 


about a divorce, claimed she had good an 
sufficient grounds, for she said she had grav: 
doubts whether or not her husband was th 
father of her last child. The Adage, Bo.ton 








A Big Advertiser 


Writes that he is after quantity of circulation 


and quality especially. He is satisfied with the 
QUALITY and QUANTITY of the San Francisco 


CALL’S. circulation. 
The San Francisco 


CALL ~— 


Goes into 50,000 homes daily on the Pacific 
Coast. Its circulation is never on the ebb. 


CHARLES M. SHORTRIDGE, 
‘a EDITOR AND PROPRIETOR. 


For advertising rates and any further information, address 


D. M. FOLTZ, EasteERN MANAGER, 
34 PARK ROW, NEW YORK. 
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PRINTERS’ INK. 


ie “LAUGHING WATER” 


Made famous by Longfellow’s poem 
and its own wondrous beauty, : 


MINNEHAHA FALLS, 


Is not more generally known and admired than 


THE HOUSEKEEPER 


published semi-monthly in the city by the falls. 


Tens of thousands visit Mignehaha every year. 

The HouseKEEPER enters a hundred thousand homes twice a 
month. 

A potent factor in the home life of its readers, it makes its 
great influence felt in behalf of its advertising patrons. 


THAT’S WHY IT PAYS ADVERTISERS. 


The Housekeeper Corporation, Minneapolis, Minn. 
CHICAGO: NEW YORK: BOSTON: 
Boyce BuILDING. 401-2-3 TEMPLE Court. 64 FEDERAL ST. 


W. J. KENNEDY Cc. E. ELLIS, E. R. GRAVES 
in charge. Manager, in charge. 
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** Princess of the Plains.” 


oe THE ... 


Wichita Eagle 


PRINTS 


10,000 to 12,000 


COPIES DAILY. 


It never resorted to any schemes to boom its circu- 
lation, to be followed by a collapse. Its subscription 
list is made. up of CASH SUBSCRIBERS. , 

It don’t have any D. H.’s on its list. It has no 
local advertising solicitors. It is a live, up-to-date, 
progressive and aggressive daily. Is growing greater 
each successive year in the hearts of its constituency. 
It adds new names to its list each mail. It has a field 
of its own, and is ‘* Monarch of all it surveys.” 

It is published in the only actual wholesale city in 
the State. 

These are some of its achievements, accomplish- 
ments and virtues. 

Intelligent advertisers know what value to place 
on a publication of this kind. 
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The ieanuile 


Is the Only Boston Member 
of the Associated Press 


it Publishes 


More News, More Pictures, More Stories, More 
Special Features, More Advertisements and has 
More Push, More Independence and More 
Growth than any other Boston One-Cent 
Newspaper. 


Foss 


FoF 


A Modern Newspaper at a Modern Price. 





One Year's Growth Are You Reading It ? 


The Traveler's 13 per Eight to Sixteen 


Circulation ont : 
Gain... ; Pages. One Cent 
The Traveler’s pers a Copy, Six Cents 
— { 4 eh a Week, Twenty- 


Gain... 
a fiveCents a Morth, 


The Traveler . 363" Three Dollars a 
Gain in Num- | 
om | Weal. 2 olve's 


ber of Advts. 








Send for Sample Copies and Advertising Rates to 
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Kansas each year. 


The Topeka—~ 


Daily Capital 


‘ (CoN P Establishe 1879 ) ) 


They Continue to Grow 











( OMMONWES ALTH, 1869 Consolidated 1889. 
STATE RECORD, “ 1359 | 


THE NEWSPAPER OF KANSAS. 


{ Daily Edition, 10,249 


Average Circulation, 1896, 
( sunday * if, 2719 


Average daily gain for 1896, . . 1,086 Copies. 
Average Sunday gain for 1896, . 73 
Only morning paper published in Topeka. 


Largest bona fide daily circulation in the State. 
No mushroom growth, but the accumulation of years. 


¢ 
¢ 
§ 
< 


THE SEMI-WEEKLY CAPITAL. 


Eight pages, every Tuesday and Friday. 
Leading Farm and Family Newspaper of Kansas. 


Average Circulation each issue for 1896, i . . 15,570 
Average gain for each issue in 1890, —' 367 Copies. 


THE KANSAS SEMI-WEEKLY CAPITAL 
is read by the best class of farmers. 

It reaches over 1,200 post-offices and 
every county in the State. 


In Circulation, Character and the Confidence of the People, 
The *‘ Capital’’ is without a rival in Kansas. 
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Talking to the 
Right People 
at the TRight Cime 


That’s largely the secret 
of good advertising. Women. are the right 
people to talk to about everything the family 
uses, but you don't want to drag them out of 
a ball or out of church to do your talking. 
Approach them when they are in a practical 
frame of mind. 


Udomankind 


appeals to the busy house- 





wife and mother ; the housekeeper ‘‘ keeps 
house’ by it.” It's a favorite paper with the 
average Woman. That's why it pays adver- 
tisers; it takes the advertiser's message to 
the right people at the right time. And an- 
other thing worth“noting is, that WoMANKIND 
takes the message at the right price—its rates 
are suited to the times. 


—SSas— 


The Hosterman Publisbing Co. 
Springfield, Obio. 
1227 Am. Tract Soc. Bidg., 50 Hampshire Block. 
NEW YORK. CHICAGO. 
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System, because they get there a dis- 
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play unobtainable elsewhere, and at a 

price that makes it not only the best, 

but the least expensive medium extant. 
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Send for Folder. 


GEO. KISSAM & CO. 


Postal Telegraph Building, 
NEW YORK. 
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35 SANDS STREET, 
BROOKLYN. 
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IMITA TORS 


And curs snarl at every big dog and large concern. Their 
efforts to copy the brains of their superiors awaken only 


momentary notice. 


A ? 

A CUR— TIS yelping at our dog and the suggestive 
motto on his blanket is appropriate for all imitators and 
copiers of our trade-mark and methods. 

Advertisers KNOW where to place their appropriation so 


as to get "= 


Street Car Advertising 


of the kind that pays. LOOK IN OUR CARS AND 


SEE THIS EXEMPLIFIED. 


7 


GEO. KISSAM & CO. 
253 Broadway, ¥ New York. 
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How Advertisers 
Make Money. 


It is the practice nowadays to pay ver} 
much more attention to the details of advertising than 
was thought requisite formerly. The man who appeals to 
the public to-day must in the first place have something 
to sell that the people want; next he must tell his story 
in such a way that people who read it will become con- 
vinced of the value of the thing he offers them; then 
he must cause his story to be printed in the papers where 
it will be most likely to be seen by the largest number of 
the sort of people most likely to want the thing he has to 
sell. He must secure for his story such a place in the 
paper as will make it probable that it will not fail to be 
seen by all the readers of the paper; and finally, in order 
to make sure of all points, he must have his advertisement 
so constructed, so set up, so illustrated that whoever takes 
the paper in hand in which the advertisement appears can- 
not fail to see the advertisement and to read it, to be im- 
pressed with it, and to go to him and buy the article 
which he advertises to sell. To accomplish all that is here 
set down requires knowledge, judgment and experience. 
This knowledge, this judgment, this experience is what we 
have to offer. Advertisers who wish to do advertising 
that will bring them greater results at smallest cost should 
communicate with 


FrwlGuOVow i Oubutis as 


10 Spruce Street, New York. Western Office : «The Rookery.’’ Chicago. 





